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New REFLECTION SPRINGTIME HERITAGE FLAIR REMEMBRANCE DAFFODIL 


Here come the June brides 


..and their families and friends! Be sure you show them America’s 
finest silverplate—the bride’s favorite for more than 100 years! 
They'll be seeang adsin Bride’s, Modern Bride and Bride and Home! 


omplete Coffee Service, al- “1847” has gifts to please 1847 ROGERS BROS 
ini = « 


rays a best-seller! Here are every taste and every purse. 
America’s Finest Silverplate 


uur matched pieces in the For example, this beautiful 
' MADE ONLY BY THE INTERNATIONAL SILVER CO., MERIDEN, CONN. THE SILVER CITY 
yvely neW REFLECTION. glass-lined Butter Dish. 





You can always be sure 
f p | of fine, fast service 


J 
his 


when you order “1847"’. 
See your 
pNelelgo\i-to 


Rate) (=3-- 11 = 
Bitjidleliicola 





Wallzam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 








GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 


The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 


A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 
29 East Madison Street « Chicago 2, lilinois 
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How important is today's wholesaler in 
speeding the flow of jewelry merchandise 
from manufacturer to consumer? JC-K 
researchers have done an extensive study 
on this question which is reported on 
page 48. As our symbolic cover indi- 
cates, the picture is varied, but essen- 
tially bright. . . . Worried about your 
sales of jeweled-lever watches? You'll 
learn what ails that segment of the 
watch industry and about the “cures” 
which have been recommended to bring 
it back to health on page 58. 
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WHAL 
MAKES 


“SLEEPER” [I Q@@N00 


Every now and then, a sterling pattern 
that’s enjoyed quiet popularity for many 
years suddenly begins to move! WHY? 
Frankly, we don't know...but it’s hap- 
pened with our Meadow Rose sterling 
pattern. Naturally, we're happy with the 
increased sales of Meadow Rose. But 
we're curious, too! Why is it moving? Who's 
buying it? 

Meadow Rose was a popular pattern 
for the Watson Company...now a part of 
Wallace Silversmiths...for many years. 

Last Fall, we added Meadow Rose to 
the Wallace line of sterling flatware, and 
included it in our consumer advertising. 
Word has come back that more and more 
women are buying Meadow Rose. The 
older women are purchasing fill-in pieces 
... prospective brides, complete place- 
settings. 

Now that our “‘sleeper”’ has become a star, 
it deserves star billing...and that’s what 
we're giving it. So this Spring, Meadow 
Rose is featured in: Seventeen, House 
Beautiful, The New Yorker, plus every issue 
of Brides, Modern Bride, Bride and Home. 

Why don't you give it star billing, too? 
If you haven't had Meadow Rose in stock 
before, order now. If you do carry the pat- 
tern, be ready for increased fill-in sales... 
NEW sales. Promote Meadow Rose as the 
traditional sterling pattern! 


ALLACE) 
SVERSMITES NX 


...at Wallingford, Conn. since 1835 
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MEADOW ROSE $3590" 
the newest star in the Wallace line 


"6-pe. place-setting incl. Fed. tax 









































This is the face 


of the clock that 


leaves all others 100 years behind! 


AT LAST! A PERFECTED CORDLESS ELECTRIC CLOCK! 

* ACCURATE EVEN IF THE BATTERY VOLTAGE CHANGES! 
* ACCURATE EVEN IF THE GEAR LOAD CHANGES! 

© ACCURATE EVEN AS LUBRICATION IS DISSIPATED! 
Ordinary cordless electrics cannot maintain this accuracy because 
they lose time as the battery runs down, as gears wear, as dust 





accumulates, as lubricants are dissipated...and they gain time if a 
new battery is installed that feeds the clock more power than it 
was adjusted for at the factory. The Sessions Miracle is the only 
clock movement on earth that automatically compensates for these 
changes to keep itself running in perfect time, all the time. It is 
made only by the Sessions Clock Company, Forestville, Connecti- 
cut, the Company that’s Starting a Revolution in Time! 





SESSIONS 


MIRACLE 
MOVEMENT! 
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K&B mountings 


eromasteyas 
to sell your 
oheenaateyavelcy 


Piviiie’s finest mountings, products of 

Karlan & Bleicher, Inc., offer you these four big 
advantages: 1. better styling; 2. better findings; 

3. better workmanship; 4. better finish. And since the 
mounting does so much to help sell diamonds, it stands 
to reason that when the mounting is the finest 
possible, it works hardest toward achieving your goal. 
Experience, tradition, equipment and uncompromising 
adherence to highest standards of quality are 

essential ingredients of every 

K & B product. 












Illustrated 
Ay Kolesatater- 
No. 104/2476 
Wedding ring 
No. 45/2477 
Available to take 


Excellent 14, ! 


] cl total weight Se’ 


02 to .10 pt. diamonds 


is 


a TT Pate t Nig 
Perfeci ae so: 
INTERLOCKING BRIDAL PAIRS 


in the largest selection offered anywhere. Over 
a thousand styles to choose from. 


Siel late Settings 


utilize four smaller diamonds beneath the 
center diamond for the appearance of twice 
the size and sparkle. 


poeciacilught Settings 


ingeniously utilize ten or more diamonds be- 
neath and surrounding the center diamond to 
create the appearance of as much as six 
times the size and brilliance. 


Karlan & Bleicher products are avauable 
through the nation’s leading wholesalers. Ask 
about our free mat service. Circulars, dis- 


plays and catalogue sheets available 


Creators, Designers and Manufacturers of ‘“‘Perfect Ring Findings’”’ 


BS arian « BED LEICHER, IN C. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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slump 
business! 


in your 





First in a series of events 
in the new action program by the 
Watchmakers of Switzerland. 


The watch business needs help in summer. 
Watches need help in hot summer weather, too. 
And here is the help you need to stimulate 
watch service and sales .. . and get customers 
into your store, where they belong. 


The promotion: Summer-Check Your Watch. 
It lets your customers know that summer heat 
and condensation are hard on watches. 

It tells them to stop in for a check-up 

before the damage is done. 


Smart retailers will use the ‘““Summer-Check”’ 
promotion three ways. First, to build 

repair business. Second, to provide an opening 
for quality watch sales. ‘Third, if the customer 
already has a quality watch, “Summer-Check”’ 
provides an opportunity to sell a second watch 
for rough summer work and play. 

Also, while he’s there, suggest a new strap. 


Free Kit coming to you. 


So help for a more profitable season is on the 
way... by mail. When your “Summer-Check”’ 
promotion kit arrives in early June, put it to work. 
Use the: Counter Cards, Window Banner, Ad Mats, 
Radio Copy, Tips and Suggestions 


The Watchmakers of Switzerland 
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Amco craftsmen celebrate 40 years of 
leadership in quality jewelry with a full 
line of breathtaking creations, designed 
to sell on sight. Bracelets, earrings, neck- 
laces, brooches, — all are perfect ex- 
amples of why you should display these 
fast-moving numbers, which flatter the 


female and build your reputation for 


___ agen 


pILABLE NOW THROUGH Your wHoltS 


A 
| | 


‘1 


A. Micallef & Co. inc. SEE UMC 


PROVIDENCE 3, RHODE ISLAND — _ FINE 191¢ 
Established 1919 
SINCE 19 G 


; ae ele 444: 
6-TRANSISTOR RADIO 


THAT OPERATES ON 


FF RST Penlite Batteries 


TOSHIBA... THE COMPLETE, FULL PROFIT LINE OF 
PORTABLE TRANSISTOR RADIOS PRESENTS THE MOST 
SENSATIONAL NEW SALES-PRODUCER IN THE INDUSTRY! 


Other Toshiba Profit-Makers! 


ee MODEL 5TR-I93: 
pts Best dollar value in transistor radios. 


Shirtpocket size... big set performance. 6-TRANSISTOR PORTABLE RADIO MODEL 67P-314 


Reflex superheterodyne circuit, built-in 
ferrite antenna, earphone jack. Unique r : . ; ° a. 
styling. 4” hx 205" wo x Ile" d. A Toshiba exclusive! Yes, housed in this miniature marvel 
Complate- Wilt anaolen tection 9 in engineering and styling is a power-packed chassis that 
case and 9-volt battery List 29 delivers unparalleled performance while operating on 3 
mone at LOW-COST ... LONGER-LASTING Penlite batteries. 
ale kon Now, because of the universal availability of Penlite 
| OEE se Now, because of the universal availability of Penlites, 
Sure-fire sales getter! Only 4” high and é ’ d 
loaded with quality features that provide your customers in the remotest areas of the country, will 
unparalleled performance. 6-transistors, a 2 ¢ ee vee ; il ' . . ; 
sensitive superheterodyne circuit, extra be able to secure replacement batteries for this model. 
large speaker yoke, earphone jack. Only Toshiba offers this amazing plus feature. It will open 
Beautiful styling in sturdy polystynol case. ¢ » . . , 
new avenues of profitable selling for dealers everywhere! 
Complete with genuine leather . : 7 é 
case and 9-volt battery ict 3799 Penlite batteries are available all over the world. 


MODEL 8TM-294 *3 to | TUNING RATIO SECURES PEAK 
Its remarkable beauty is matched PERFORMANCE ON ALL STATIONS OS 
ae by ag a voter omens ood * SPECIALLY DESIGNED AUDIO CIRCUIT 

ormance. ransistors, audio ; 
sychesn tan 20h” sneciad, dene * BUILT-IN FERRITE ANTENNA List 
input jack and plug. Extra high : 
sensitivity. Can be used as a alheecin SROABCAS! RANGE, wae te 1600 KC Complete with 3 Penlite 
table mode! too. 3¥2” h. x 614” * ONLY 4H. x 2'2 W. x 1-3/16 D. batteries, and extra fine 


w. X 134” d. * EARPHONE JACK genuine cowhide case 


magnetic earphone and genuine ABS 
leather carrying case. List 4795 NATIONALLY LIFE ors 
ADVERTISED i, a 


For Complete Information Contact Your Local Distributor or Write Direct to Dept. J-6 for Descriptive Literature! 


Exclusive U.S. Representative for Toshiba Transistor Radi 


TRANSISTOR WORLD CORPORATION 32 Broadway, New York 4, New York 
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BALLOU 
EAR 
WIRES 


incorporate 


quality and 


workmanship 


Ballou precision made 
screw ear wires offer a 
quality that manufacturers 
find it pays to use. Each 
ear wire is inspected and 
checked for alignment, and 
reflects the finest of work- 
manship. Available in 14K 


gold ,gold filled or sterling. 


THE 
eOhSh Tory Warel, | 
OF 

GOopD 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


 B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. I. 


_ 
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our WIDE WEDDING RING rolmevsakeha rely 





12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 


@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 













@ FREE This eye-arresting 3-dimensional pink 

and grey velvet covered window displayer. 

@ FREE Established factory resale 

price tags that guarantee a high, 
healthy mark-up. 

@ And remember — Polishook 

service is always depend- 

able .. . 24 hour delivery 

on “specials.” 





this and hundreds of other profitable 
Sell and profit with the : 
“LLOYDS OF NEW YORK” and ‘“EIDELITY” --- sl it aes 


; ith 12 styles illustrated. 
; ‘mo rings, stone rim§s, wit y 
ings, U edding g ee 7 ; 


See 
Polishook promotions. 


POLISHOOK LINES: 


samond engagement? 


“EVERYTHING IN RINGS” 


nationally-known a 


; | Tare 
fraternal rings, ever baby ring 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison S$. 
PHUADELPHIA OFFICE: Jefferson Building, 1015 Chestnwt S$. 


There is a Polishook Salesman 
in your territory... 
Write today and we'll send him 
to see you. 


How often your Charm stock is “just out’’ of a particular number that’s wanted! 


And how quickly, just “over night” you 
y® can assure the customer that the 
OO. needed item will be in your store! 


This, in essence, is the rea- 

son why Carl-Art Charms and 
jewelry items are distributed through 
wholesale jewelers across the land. 
Their stocks are backed by ours, and 
are kept replenished on a quick deliv- 
ery basis. Their merchandising coun- 
sel has helped many of you to profit 


handsomely by going into the charm 
business. 


An outstanding 
collection 


in 14K and 
Sterling Silver 
ready now 


Your wholesale jeweler contributes to your success, 


and to ours, he’s a common bond that binds us. 


CARL-ART ING@. PROVIDENCE 


New York « Chicago * Los Angeles 
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Pilfer-proof Show-Off 


MOTOROLA 


SELL-O-MATIC 


Displays and Protects 
EVEICUSES Cla clacliliss 





Sell-O-Matic’s always in sight, never in the way! Displays up to 12 Motorola Transistor Portables. 
Sliding glass doors lock up to keep Sell-O-Matic tamper-proof and out of temptation’s reach. Hand- 
some and compact, it’s built to sell—from countertops, store windows, even walls! 


New Motorola Portables Sized, Styled and Powered to Suit 
Any Budget, Serve Any Purpose. — 


_— STARE ES gt | Sin A SR RAT IR Sane Fes 

ro TT : EXTRA! Low-cost accessories offer ad- 

mn Key) | | | = ditional profitable merchandising oppor- 

imi | SJ | ly = tunities! Earphones and carrying cases 
make ideal giveaways to help you close 


in NN Nh) | 4/ i a : 


Model X11 Model X12 Model 8X26 
All-transistor shirt-pock- A powerful pocketful of | World’s most powerful 
et powerhouse! Built-in radio! Push-pull ampli- pocket radio! 5 times 
antenna and easel stand. fier extends tonal range. more sensitivity, 9 times 
Bell-clear tone. Black, Exclusive Golden Voice* more selectivity, 30% 
Blue, Red, Green. $29.95 Speaker. $39.95 more volume. $54.95** 


* TRADEMARK OF MOTOROLA, INC 


Ask your Motorola Distributor for full details. GHTLY HIGHER SOUTH AND WEST 


-@®MOTOROLA= 
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The complete line of Rh  Holf Dollar 
COIN MOUNTINGS 


‘i {lelel-i mmm 


ico) gm del- mm) bY, -) ee @ lel it-ts 


Choose from the Cobb 
collection — the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF depend- 
ing on model. Sold thru 
jobbers everywhere. 


For the 
Silver Dollar 


| fal-1e-¥n cae aled o\-1i(-) @miel0] ce -Mnre)lam GellammistolelalilareMmialel a 
(@o) o) onl mce)antnial-m olcelele l=.) Malla -Mn lain ]P4-1-mrel ale me Cle] ible 
VelUmaelaMaalelelalm-\\-1avm ole) ole] (el mae)iam iam iel-m ied (ome atale 

Ma 2al-lale Zelemeri-m Ge) e) om @ellamiUrolelaiiialeMmial-melelel liam 
V1 Lehane lao Mi) all-lalels10]c-Mm (el }ilale ml ol-le |) h mel ale Mm (olalep 
trouble-free life. Se Al 


Quarter 
Dollar 





Sia al 101 SABIN STREET 
COB EF Company PROVIDENCE 38, R. |. 
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MISS RITA MUELLER 
3RD ANNUAL QUEEN OF DIAMONDS 
. ELECTED BY THE 
JEWELERS OF AMERICA 





A brilliantly conceived series of promotions 
designed to attract “more diamond dollars” 
for the retail jeweler. 
See these exciting developments at the Shows! 


CHICAGO = Hotel Morrison, Feature’Ring Suite #17 NEW YORK = Waldorf Astoria, Feature Ring Suite 


DALLAS — Hote! Adolphus, Feature Ring Suite 1105-6-7 





130 WEST 46th STREET, NEW YORK 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT AND WEDDING RINGS FOR, DIAMONDS 








Ponder this before we call. In 

GOLDEN SHIELD by SYLVANIA you have 
the most complete line of radios and 
stereophonic phonographs created 
especially for the credit retailer. 
Incomparably beautiful styling— 

most meaningful profit margins through- 
out — and terms that are best for 

you. Jewelry inspired — electronic 
perfection! GOLDEN SHIELD CORPORATION, 
Great Neck, N. Y. Featured at the 
Atlanta, Chicago, New York, Dallas 

and Los Angeles jewelry shows. 
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Barel Bridal wedding ring set (H299 and 
HL299) features hand-carved blossoms, satin- 
finished center, polished edges. In 14K white 
or yellow gold. From Bridal Ring Co., 88-06 
Van Wyck Expressway, Jamaica, N. Y. 


~~ All the flash and 
fire of topaz quartz.... 
but so attractively muted f{ 
in this smoky hue. The 
ring and pendant are § 
skillfully designed by & 
CHURCH & COMPANY to Ge 
— the loveli- y 
ness € sione.... ” 
and at a very moderate ; 4230P/16 
price, too. — y 14K yellow 
; gold 4 Nace } | Westclox’s “Alhambra” proersoence: 12%” 
¥ chain f 
i 


2 » 


* e * ” . 
o,9.0-0-8 
we ¥ Soa » ; ae 


~ 2 * ° * * 
20593", A 

¥ % & 
oe ang 


aes 


> 
2:2: 
~ i % 


BST he be be be 
> 9,2 
&. Rm 





> 
~ 


pe i a. 2 
“jed 3 ov 4 c 
ww . 2 . ” * . J 
ft 9,000.9 ,9,2.8 


| a 
= 





s * 


| square, has silver dial, embossed numerals and 
gold-colored case. $14.95 retail. From West- 
clox, General Time Corp., LaSalle-Peru, III. 





10K yellow gold Na Authentic brands are featured on this “Cat- 
SMOKY TOPAZ \3 | tlebrand Thermo Tray” heating unit. Avail- 
QUARTZ ring : ay. | able in three sizes: 12” x 9” tray retails at 

4 $14.95; 15” x 12” at $19.95; and 20” x 12” at 
$26.95. From Cornwall Corp., 48 Wareham 
St., Boston. 


gael 


4953 ia 
i4K yellow gold 
SMOKY TOPAZ 
QUARTZ pendant 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Crystal salt shakers have non-tarnishing 
AMERICAN rhodium-plated sterling tops. Gift boxed in 
we ear Py cer gsae sets of two, $5.50 Keystone. From Raimond 
Inc., 149 Exchange St., Malden, Mass. 
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there’s no way to say it...except SEE IT! 
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Illustrated: SHALIMAR of Royal Gems Series, 1 Kt. of diamonds . . . $700 Fed. Tax. Inc. 


Magnificent new Royal Gems—quality diamond-set watches... 
by Gruen... in a glamorous setting ... the most unusual gift 
package ever created for a fine watch! Realistically priced 
from $49.75 ... with profit and mark-up you'll applaud. 


Also new from Gruen ...ask your Authorized Gruen Representative 
to show you the 19 Jewel—Jewelled Lever Watch—and only $19.95! 


The New Gruen Line for '59 


GH EL... sec apmmeesenin 


THE GRUEN WATCH COMPANY, 630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
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A CHALLENGING They’re New .. . 


ee 


by |WASSON & FRIED 


on the 








“Jet Pilot” waterproof watch has seven 
jewels, stainless back, luminous hands. $15.95 


with bracelet; $14.95 with leather strap. From 
Oris Watch Agency, 15 W. 37th St., New 
York. 


Cotton Filled Jewelry Boxes 








Sterling silver “Dialer-Pencil Cap” fits on 
pencil to facilitate telephone dialing. $3.50 
Keystone. From R. Blackinton Co., North 


These dynamic, new GLAMOR-PAK cotton filled Attleboro, Mass. 
jewelry boxes are so sensational we want you 
to see them, test them in your own store... 
without cost or obligation. We'll send you a QQ _EEE a. Eee Cc 
complete assorted PROFIT-TEST PACKAGE abso- 
lutely FREE. Test GLAMOR-PAK at our expense. 
Order more if you agree with us. In either case Cr =o 
the PROFIT-TEST assortment is yours to keep. 
GLAMOR-PAK gives you a head start on future 
sales instead of just packaging a sale you've EEE | = ee eS 
made. Their unusual beauty and appeal reflects 
the quality of your store and merchandise. 
They build ov tear business with that look of New ladies’ watch band styles from Gemex 
expensive, exclusive packaging . . . and at no include one with large ratchet buckle (bot- 
more than the cost of ordinary cotton filled tom), one with center catch (top) and one 
boxes. with safety chain (center). In white or yellow 
gold filled, $3.50 to $4.95 retail. 








a 


MAKE THIS CHALLENGING TEST WITHOUT COST OR 
OBLIGATION. CLIP AND MAIL THIS COUPON TODAY! 


Wasson and Fried, Inc. 
642 Young Street, Tonawanda, New York 


Please rush me my FREE PROFIT-TEST assortment of 
GLAMOR-PAK Boxes. | am in no way obligated 
to buy. 

IEEE <detihninmdtinrabans 


Combination purse and billfold has gold 
filigree design, polished gold frame, fleur-de- 
lis lining. In white, black, red or blue. $5 
retail. From The House of Nash, 316 Barrow 
St., Jersey City, N. J. 
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there’s no way to say it...except SEE IT! 


AMUBAICANA 


‘rid by GRUEN 


GRUEN / - - - THE PRECISION WATCH 











& 

When your Authorized Gruen Representative shows you the Americana 

Series—you'll have the answer to cheap watch competition and you'll 

see it—you'll see more value, more features, more quality than you 

have ever seen before—in a fine Jewelled lever watch—all at $19.95 retail! 
Also available at this price range in ladies’ models 


BELIEVE IT OR NOT... 
the price stated on page 19 


should not be $49.75, BUT—$39.75 A 


The New Gruen Line for '59 


THE GRUEN WATCH COMPANY, 630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
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SEMCA  PHINNEY- 
NOW ON NATIONAL. 


“TREASURE HUNT’ “COUNTY FAIR” “PLAY YOUR HUNCH” “BEAT THE ra Kole a 








NBC-TV— NBC-TV— ABC-TV— y tem ae 
140 Stations 160 Stations peleMmyichalelit- ele Mect yet itl ts 
“BIG PAYOFF” “PRICE IS RIGHT” “TOP DOLLAR” 
CBS-TV— NBC-TV— CBS-TV— 
140 Stations 145 Stations 163 Stations 


EVERY WEEK, SEMCA, PHINNEY-WALKER CLOCKS WILL APPEAR ON THESE 
PROGRAMS... OVER ALL OF THE TELEVISION NETWORKS — 1000 STATIONS! — : 


4 191—ENCHANTRESS—8 DAY WALL CLOCK. 


Unique ‘‘pull-wind”’ feature ... gilt case, raised : 
eliLMmilel iat Pumalel lame laleliaeliclas Mimalelale Mmm Ollelil-ti 14 i 
14'2" dial 8 


Retail $32.50 plus tax 


674 — CREST — 8 DAY DESK-BOUDOIR 
ALARM. Novel ‘'Top-Disc’’ antique ‘’coat-of- 
arms’ replica, slides open revealing time. Gilt 
case, alelens Teel a@ehiclay luminous alelaler? hour 


dots. Retail $23.50 plus tax 











PW101 — COLONY — 30-HOUR DESK- 


677 — CROWN — 8 DAY DESK-TRAVEL 400—STRATOSPHERE—7 JEWEL SWISS BAT- 


ALARM. Gilt case, “cutaway” top with Roman TERY CLOCK. Cleor plastic sphere with gilt BOUDOIR ALARM. Gilt trim, choice of ma- 
numerals, “tells time’’ when closed. Antique trim. concealed mechanism. Raised gilt akelelolah amolam o)ielale Me ililtismecaelele Mel t- Man coll t-te Me lIL 
finish dial with color background. cuminuous Tale lice iole Pamalelalet Ml @lal-MR 2-1o] ae aol ¢-520-1-Me lil Meola figures, indicators. Luminous hands, dots 
ds, hour dots; diameter 2%4’' Colors: red, single flashlight battery. 7% x 412” I2Ako Retail $10.95 plus tax 

J 


ite. block Retail $24.50 plus tax Retail $62.50 plus tax 


WT 





WALKER CLOCKS 
NETWORK TELEVISIO 


PW500—MERRY TUNE—30-HOUR MUSICAL 
ALARM. Gilt metal case, enamel trim, raised 
gilt figures, indicators. Luminous hands, hour 


dots. Colors: pink, white, light-blue, black. 
Retail $14.95 plus tax 


PW99— FLAME—30-HOUR DESK-BOUDOIR 
ALARM. Gilt and transparent plastic case, 
raised gilt figures, hour indicators, luminous 
hands, hour dots. 5% x 3%” Colors: clear- 


white, rose, light-blue, amber. 
Retail $10.95 plus tax 


PW27 — BLUE RIBBON — 30-HOUR DESK- 


TRAVEL ALARM. Sturdy texol case, full lumi- 
nous figures, hands. 3% x 3% Colors: tan, 


red, blue, brown-alligator, green. 
Retail $6.95 plus tax 


All around the Semca Clock . . . there’s Television. America’s favorite famous quiz programs 
will display and promote Semca and Phinney-Walker Wall Clocks, Boudoir, Desk and Travel 
Clocks . . . in our greatest Spring Sales “Wind-Up” ! 

In time for PROFITABLE Father’s Day, Anniversaries, Graduation, June Weddings and Vaca- 


tion selling . . . this heavy saturation 


campaign . . . starting late April . . . will reach 


over 75 million consumer-families (Almost every home in the country) . . . will feature all 
of the new styles and outstanding beautiful clocks that we are presenting for the most 


important selling seasons. 


Identify your store as headquarters for this sensational line of most Profitable, most Pub- 
licized clocks. “Wind-Up” with the largest clock TRAFFIC 


SALES AND PROFITS... this year! BUY-IN AND x P ty C a 


TIE-IN, TODAY! For full details... contact your wholesaler or write 


Prices on West Coast Slightly Higher 


Manufacturers of Phinney-Walker Clocks Since 1915, 


CLOCK CO., IN 


30 Irving Place, New York 3, N. Y. 


CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 100 Lombard Street, Toronto 





| They’re New... 


you re 
right... 
| need a 
financial 
head start 
tomorrow! TU an ast sant enn 


14K gold. $25 Keystone. Matching earrings, 
$25 Keystone. From Fisher and Co., 19 Lib- 
erty St., Newark, N. J. 





Throughout the country, there are many prominent 
jewelers using our 

“BALANCED FINANCING PLAN.” 
Once our plan was installed, they soon discovered 
that they not only had the answer to their existing 
problems, but—what is even more important they 
found that they could embark on an expansion pro- 
gram that would lift their organizations to even 
greater levels of profit and sound progress. 

Why? Because for the first time, they had 
“the tool’—a continuing source of working capital 
flowing through their business. This extended to 
them the long sought-after ability to do intelligent 


long range planning in a media of LIQUIDITY. New line of Syroco battery-driven clocks 

features early American design, American 

eagle motif. Available with black or nutmeg 

. : : finish. From Syracuse Ornamental Co., Inc., 

For your information, here are but a few of 

the highly constructive uses for which our 
plan was used: 


® Expansion of sales volume 


¢ Improvement of operative and managerial 
efficiency 


Discounting of bills 
Acquisition of new store units 


Syracuse, N. Y. 


Improvement of credit 

Cash buying opportunities 

Active and consistent promotion 

Increasing of net profits 

Placement into a more competitive position 


JEWELERS 
ACLLCEPTANCE 


CORPORATION 


| General Electric’s new automatic coffee- 
CONTACT 
| | | maker (model P-40) has chrome plated ex- 
eT ee ee Te ae | terior, solid stainless interior. Features brew 
530 Fifth Avenue, New York 36, N. Y.—OXford 7-6685 | selector and nine-cup capacity Suggested re- 
tail, $31.95. 
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Not just seven... 
but seventeen jewels 
in a waterproof watch 
that retails for $19.95 
including box! 

eystone, only $19.00 








You can count on this watch to bring in 
the money fast. Why? It’s the buy of the 
year that’s why: a 17-jewel, waterproof* 
watch, with an unbreakable mainspring 
and balance staff guaranteed for the life 
of the watch, chrome-plated top, stainless 
steel back, leather strap. It’s handsomely 
boxed, it’s guaranteed for one full year, 
parts are a cinch to get. And it costs your 
customers just $19.95... the price they’d 
expect to pay for a 7-j7ewel watch! Profit 
now. Stock up. 


*Providing case unopened, crystal and crown intact. 


a Ge Ge Gs Ge Ge GC 6 6 G6 6 Ge Ga» af 


| CROTON WATCH CO. icx-s | 
| 404 Fourth Avenue, New York 16, N.Y. 


| Please send me Sussex Resistal watches 
" at $19.00 Keystone. 








i 
i Name 


PLEASE PRINT 





i Store Name 





7 Address 





| City. 
l 

| State 

If you are a regular customer, or a new customer 


= | 
' ' rated lst or 2nd, we will ship open account, net ! 
4 30 days. If not, send check with order. | 


SUSSEX DIVISION OF CROTON’ WATCH COMPANY 
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They’re New... They’re 
ae © Rosary of the Whonth, : 


Catomore Rosaries . . . handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


ee teee 
+e. *S * 
be Ss 


Selected 
and 


Serviced “International,” three-band portable radio, 

is powered by eight flashlight batteries. Seven- 

by transistor, one-diode circuit receives. short 
wave, long wave and AM standard broadcast - 


Leading bands. $100 retail. From Arvin Industries, 
Inc., Columbus, Ind. 
Wholesalers 


R300 Rosary 413 $8.25 
Crystal rosary, with silver 
mesh carrying case. 




















Also available — Elk, '% in. Dia. 


Shrine, Eastern Star key 
chains, $15.00 per 100 
—may be asst'd. 


All coins gold-plated 
bronze. Newspaper mats 
furnished. Each can be 
advertised for 49¢ or given 


free with other purehase. | | * movie 
Promotional possibilities Turret-model electric eye 8 mm 


unlimited! Terms: 10 days ms camera has built-in filter, f£2.3 lenses. Model 


senor” a eo KA-1C retails at $99.95. From Keystone 


' t » cash w 

we ee Oe Se MASONIC Camera Co., Inc., Hallet Square, Boston. 
OUNNG~n8 tadiom. F chest emuemies COIN cae 

Your Cost—$15.00 per Sot 0 Yen Cente per 


100. Minimum order. Special Order Mixed a oe. 


Mixed orders accepted. Coins & key chains for pace to engrave lodge 
Space on back to en- anniversaries, eommenda- — a .. and date 
grave name, lodge, etc. tions, dedications. of degrees. 


GOLDNER ASSOCIATES '0%2772: Sept. 46 


ORIGINAL OF YOUR 
- 80% CUSTOMERS 
“cy \ HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ie’ 


® NATIONALLY ADVERTISED @ PROVEN SALES 
Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- : 
hogany or blonde polished hardwood. New cards design was painted by official 


warm ema ee gue ana artist of U. S. equestrian team. Available in 


(Bring old watches out of hiding . . . Bridge and single decks ($3.95 retail) and 
create extra repair jobs.) double decks ($7.50 retail). From Kem Plastic 


AVAILABLE AT YOUR JoBBERS OR Write $4.00 Playing Cards Inc., 595 Madison Ave., New 
BEATTY MFG. CO., 7424 Santo Monica Bivd.., Hollywood 46, Calif. | KEYSTONE York. 


AFFIC BUILDERS! 
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Yours to Profit By IN 
APPRECIATION 
OF THE 
VALUABLE 
SERVICE 
THEY 
PERFORM 


Sterling silver frames available with round 
or oval openings. In a variety of sizes up to 


4%” x 3%”. $8 to $10 Keystone. From Graff, 
Washbourne & Dunn, 158 W. Forest Ave., | BOX COMPANY 


Englewood, N. J. 








SALUTES 
THE 
MANY 

1959 WHOLESALERS 
OF THE 
JEWELRY 
TRADE 








ATTLEBORO FALLS, MASS. 








Anson’s “Night Watchman” for men has 
simulated leather-covered steel base, non-crush 
velvet compartments. Measures 7” x 10”. With 
choice of classic or humorous ornament, $5.95 
retail. 








. , ryi 
HR) a: 48lis | eae. ; 


se 


Bell & Howell’s automatic self-threading | Vinge) V- Bale CHAIN COMPANY 
projector uses new Sylvania “T-12” lamp. | PROVIDENCE © RHODE ISLAND 
Said to put 25 per cent more light on screen 
than conventional 8 mm projector. $139.95. 
retail. 


NEW YORK 
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We did the impossible. We shaved 
this baby down about as far as a watch 
can go... yet inside its coin-slim case, 
we kept the same tough guts of the 
famous Antarctic! Meaning: it’s 17- 
jewel, waterproof,* self-winding, anti- 
magnetic, and shock-resistant, with an 
unbreakable mainspring and balance 
staff, guaranteed for the life of the 
watch. Plus these 9 built-for-punish- 
ment features: 


1. Tension ring around the crystal 
prevents it from shrinking and keeps 
it watertight. 





2. Self-expanding washer in crown 
automatically allows for crown’s wear. 
3. Case is slim yet strong; back is 
deep-threaded for firmer seal. 

4. Bold raised indicators on dial can- 
not tarnish. 

5. Movement is 360° free-swing self- 
wind unit; replaced by removing only 
three screws. 


6. Balance wheel and escapement are 
made of Glucydor, a new metal that 
is rustproof; unaffected by heat or 
cold. 


Now! A really thin watch.. 


7. Hairspring is of new metal, an 
exclusive compensamatic feature — 
unaffected by electricity or weather. 


8. Neotal mainspring is rustproof, 
unbreakable, and retains its strength 
throughout life of watch. 


9. 17 rubies are rounded wherever 
necessary for exceptional oil contain- 
ment. 

See why we can give Antarctic III 
a 3-year unconditional guarantee ft? 
And it looks as great as it acts... with 
a clean-cut new face and new hands. 
Feature it now. 


the Antarctic III Automatic 





CROTON WATCH CO., INC. 

404 Fourth Avenue, New York 16, N. Y 

I’d like to have one of your representatives show me the 
Nivada Grenchen Line. 





PLEASE PRINT 


Store Name 





Address 





| 
| 
| 
Name | 
| 
| 
| 
| 








| 


Antarctic III (men) all stainless stee! case. Strap, $69.50 (Keystone, $59.80). Match- ~ : enns , 
ing bracelet, $79.50 (Keystone, $63.80). Antarctica (ladies) all stainless steel case. tThe Guarantee: If, within 3 years, the watch fails to perform through 


Strap, $69.50 (Keystone, $57.80). Matching bracelet, $79.50 (Keystone, $60.80). any mechanical defects (outside of abuse), we will repair it free of charge. 


by NIVADA GRENCHEN#2:2 


*Providing case unopened, crystal and crown intact. 





They’re New 


/ BAND....SHo"VS == 
THE WAY TO SALES! [iebeese 


THESE ARE THE FEATURES RAGMAN 


THAT SELL YOUR CUSTOMERS: 


e “SLEIGHT OF HAND” SIZING 
No tools ... a flick of the 
fingers and a link’s out... 
Another flick, it's back in. 


e “SLIDE AND LOCK” 
End lugs easily interchanged to 
take either straight or curved 
ends. 


¢ EXCLUSIVE | PS ae 
eae detested Be 8, Pet Avanti! sterling silver flatware has look- 
ent application. ) through” handle design. Six piece setting, in- 
cluding salad fork, tablespoon and butter 

Fully guaranteed, these revolu- spreader, $44 FTI. From Celsa Corp. of 


tionary bands are available a is : Laer 
in a choice of 1/20 10 Kt. ) America, 1 E. 57th St., New York. 
Gold Filled or Stainless Steel 
tops. 


Each band handsomely pack- 
aged in attractive Mark Vil 
display package. 


MEN'S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION DENT | 


NORTH ATTLEBORO, MASS. 


WATCHBANDS INC. 








Brooch has 14K white gold overlay, rhodium 
finish, three Austrian crystals, three cultured 
pearls. $12.50 Keystone. From Krementz & 
Co., 49 Chestnut St., Newark, N. J. 


SAMPLES ON REQUEST 
..- A BETTER TAG 
FOR LESS MONEY! 


PRICE TAGS 


$379: 1000 


WITH SCRIBER 
e Easy to attach! 


e Once on — stays on! , 5 
c ys | From a manufacturer of custom men’s 


e Scribes quickly — legibly! watch dials and cases come these new black 
diamond name dials. With 27 diamonds (10 


ORDERS SHIPPED PROMPTLY ON OPEN ACCOUNT: 
points), $150 Keystone. From F. Rieger & 
Son, 2 W. 47th St., New York, through your 


if A GS ©O wholesaler. 


CORPORATION 


43 SOUTH FIRST STREET * FULTON, NEW YORK 
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A CONNOISSEUR'S 
COLLECTION 











HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fail line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 
more elaborate including the ultra-smart Swedish and Florentine 
finishes . . . in wide or tapered one and two-tone combinations, 
adorned with brilliant diamonds. 


D> 


The Barel signature 6) appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. f , 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS a he vu ‘nail 
: ee 
BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I, N. Y. 
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They're New .. . 


Bulova’s “Sea King” has 17 jewels, un- 
breakable mainspring, radium dial and slim 


design. Waterproof, shock-resistant and anti- 
GRADUATION CHARMS 


magnetic. With padded leather strap, $39.75 


retail. 
ry Pisher 


Here is a beautiful line of charms and brooches 


for your spring school sales. Use Fisher's vast 
charm line for all occasions, 


Why not have the best? They cost no more. 


Order now through your wholesaler 





Catalog on request el 


J. M. FISHER CO. ° Attleboro, Mass. 


Two new “Super Windlite” styles: Floren- 
tine-finished model has chrome top ($3.95 
retail) ; tortoise enamel model has monogram 


shield ($4.50). From Ronson, Woodbridge, 
N. J. 








USE 


the coupon on Page 126 
to send in your classified 
advertisement to 


the Jewelers’ Circular-Keystone 
Chestnut & 56 Sts., Phila. 39, Pa. Double heart ring for teenagers has soli- 


taire diamond set in 10K or 14K white or yel- 
low gold. From Goldstein-Gerson Co., 130 W. 
46th St., New York. 











FANCY-COLORED DIAMONDS 


a 


© 
ATOMIC IRRADIATIONS —(/ 
Your Off-Colored Stones can now be made 


into Fancy Salable Hues with Original 
Colors Permanently Altered 


ABSOLUTELY SAFE—BEAUTIFUL RESULTS 


20 Years of Successful irradiations for the Trade Pear-shaped cultured pearl pendant (left) 

is Your Guarantee of Satisfaction and Reliability has 14K gold casing. $25 Keystone. Stylized 

GEM IRRADIATION LABORATORIES rabbit (right) has cultured pearl ears, a ruby 

; Incorporated nose and sapphire eyes. $59 Keystone. From 

580 Fifth Avenue New York 36, N. Y. Regency Creation, Inc., 45 W. 46th St., New 
Circle 7-441! York 


Oe, 
Through «2 
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LIFE households 
spend 42¢ of every 
dollar spent on 
jewelry, watches 
and cameras. 


BIGNESS 
is a fact of (HH; 


The biggest manufacturers of jewelry, Right now, the households that read an aver- 
watches, and camera equipment don’t sell enough age issue of LIFE account for 42 cents of every 
in a year to supply LIFE-reading households. dollar spent on jewelry, watches and cameras. 





Advertisers and retailers 
rank LIFE first 


Advertisers of jewelry, optical goods and Jewelry retailers in their own newspaper 
camera equipment, in the first quarter of 1959, ads feature advertised in Life brands 15-to-1 
invested a whopping 40% more dollars for sell- over those brands advertised in the next leading 
ing in LIFE than in the next magazine. weekly magazine. 


WHAT A SELLING STORY! But you haven't seen anything yet... 





EOL EE eee ee 





__GROwil is a fact of LIFE 


, 
_. 2 


Big today, the demand for jewelry store 
products is going to be even bigger in the 
booming Market of the 1960’s. And, going 
along with this increased demand is a new, 
greater-than-ever opportunity for selling. 
Growth is a fact of LIFE. 

And tomorrow—when the demand for jew- 
elry store products will be at a new all-time 
high—LIFE’s circulation will be at a pro- 
jected all-time high also—over 6,500,000 


copies a week, next year. 

Over half a million more people—the alert, 
enthusiastic, active kind of people who are 
your ideal customers—will be buying their 
favorite magazine, LIFE, every week. 
Besure you're promoting the profitable 
products this great and growing group of 
readers want— because they see those prod- 
ucts advertised in LIFE and they’! be look- 
ing for them in your stores. 


Promote these 


* 


ee 


a 


Janvary-June, 1959 
Admiral Television 
American Luggage 
Brite Mfg.— Watch Bands 
Brookpark Dinnerware 
Bulova Watch Company 
Buxton— Billfolds 
C. B. S. Records 
Coro Jewelry 
Dutchess Jewelry Mfg. 
Eastman Kodak 
Kodacolor Film 
Color Slides & Equipment 
Brownie Movie Cameras 
Brownie Still Cameras 
Empire Pencil 
Foster Metal Products 
General Electric 
Can Opener 
Radios 
Phonographs 
Lamps 
Portable Appliances 
Television Receivers 





brand names | 
advertised in |B) a2 
to get your share 


of what |B 3: 
households spend. Ye 


Hamilton Home Appliances 
Helbros Watch 
I. B. M. Electric Typewriters 
Keystone Camera 
Listo Pencil 
Melamine Dinnerware 
Mercury Record & Television 
Corp. 
Magnavox Television 
Manco Watch Straps 
Motorola Television 
Muntz Television 
Norelco Shavers 
Northern Electric Blankets 
Philco Television 
Polaroid Cameras 
RCA Victrola 
Electron Tube Division 
Remington Rand Shavers 
Ronson Lighter 
Ronson Shaver 
Royal McBee Portable and 
Electric Typewriters 


Because of last-minute changes, some items may be omitted. 


shaw 


Ye uf 


alt ‘9 
om Lad 


vx 


Samsonite Luggage 
Scripto 
Sheaffer Pen 
Sony Corp.— Radios 
Swank Men’s Jewelry 
Sylvania 
Radio and Television 
Argus Cameras 
Photolamp Division 
Sunbeam Shavers 
Schick Shavers 
Tex Tan Inc. 
Underwood ‘Typewriters 
Universal Coffeematic 
Washington Forge Cutlery 
Webcor Television 
J. R. Wood —Artcarved 
Diamond Rings 
Westinghouse Electric 
Lamp Division 
Zenith Radios 
Zippo Lighters 








SPTPH ONY HY Se eel LAL GE ORE on PII UT... NERC SETI I 








They’re New... 








“Caravel,” new design concept in table sil- 
ver, was fashioned by Henning Koppel. Six- 
piece place setting retails at $79 FTI. From 
Georg Jensen Inc., 667 Fifth Ave., New York. 


Clip earrings in white gold have 50 round 
diamonds, 10 contrasting sapphires. About 
$750 retail. From Raymond Abrahams, 551 
Fifth Ave., New York. 


From new series of “Cathay Characters,” 
three-quarter inch hand-carved ivory Ma-Jong 
tile is set in 14K hand-wrought frame. $16 
Keystone. From Panther International Ltd., 
21 W. 47th St., New York. 
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THE FINEST IN PRECIOUS GEM JEWELRY 


oli 


FOR. OVER 
00 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 




















This FREE counter display in 
color tells your customers the 


many advantages of 
* 
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SELF-LUBRICATING MAINSPRINGS 
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eaearercemawwe It helps your 
} 
MAINSPRIN KS 


repair business. 
You give 

more and 

you get 

more. 


te re W& Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 
sending one Nivastar envelope te ee 


HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Square Sta., New York 10, N. Y 
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Just about as big as a minnow... 
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About a woman: if she owns a 
waterproof watch, it’s probably not 
dressy enough to suit her. If she 
owns a dress watch, it’s off, on, off, 
on, all day, to do the dishes, bathe 
the baby, wash her hands. Result: 
both watches spend half their lives 
in the drawer. Solution: a Water 
Siren...the tiny new waterproo{* 
watch by Croton. The first watch 
that looks as if a drop of water 
would melt it, but acts as tough as 


they come: it’s 17-jewel, water- 
proof,* shock-resistant, with a 
sturdy new movement, a main- 
spring and balance staff guaran- 
teed unbreakable for the life of the 
watch. All watches are hand- 
finished too. With a sweep second 
hand, a new thin case, a 6°4 size 
...it’s a watch she'll be proud to 
wear everywhere! Get in the swim. 
Stock these watches now...and 
give ‘em good display! 


* provided case is unopened, crystal and crown intact. 


‘as waterproof! 


Top to Bottom: Water Siren /Cc with an all stainless steel case 
and cord. Keystone $43.80. Resale $49.95. Water Siren/s 
with an all stainless steel case and strap. Keystone $45.80. 
Resale $59.95. Water Siren/yc 10k. rolled gold plate top, 
stainless steel back case and cord. Keystone $43.80. Resale 
$49.95. Water Siren/yYs 10k. rolled gold plate top, stainless 
steel back case and strap. Keystone $45.80. Resale $59.95. 


CROTON WATCH CO., INC. 

404 Fourth Avenue, New York 16, N.Y. 

I'd like to have one of your representatives show me 
the Croton line. 





Name 
PLEASE PRINT 


Store Name 


Address. 














“As our city grew, our business grew 
—thanks to Yellow Pages advertising.’’ 


says J. Stanley Russon, Manager, Leyson-Pearsall Co., 


GOL JEWELRY 
SAMUEL KIRK & SONS SILVER 
BEST PATTERNS OF ALL SILVER 

PATEK PHILIPPE WATCHES 
ROLEX WATCHES 
MOVADO WATCHES 
OMEGA WATCHES 
HAMILTON WATCHES 








Salt Lake City, Utah 


“We have been in business in Salt Lake 
City for 72 years, and an advertiser in 
the telephone directory for about 33 
years. During this time, the Yellow Pages 
has been particularly successful in bring- 
ing us business from visitors and new 
residents. 

“We have always aimed to establish 
ourselves as quality jewelers. And I’d 
say that our Yellow Pages ads have 
helped considerably to build this repu- 
tation. The directory has certainly been 
a profitable medium for us.” 


A well-planned program in the Yel- 
low Pages can help build a better 
AWHERENESS of your store, address, 
and telephone number. The Yellow Pages 
man will be happy to help you. Call him 
at the local Bell telephone business office. 





DISPLAY AD (shown reduced) helps convey a feel- 
ing of quality and dignity. It lists some of the 
many items Leyson-Pearsall carries. It results in 
more phone-in and walk-in calls and sales. 
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They’re New... 


New setting comes with patented 
“Feature Lock” device. Said to be 
first time a four-post prong setting 
has been incorporated in a locked set. 
From Feature Ring Co., 130 W. 
46th St., New York. 


“Outer Space” 17-jewel watch is 
designed for necklace or charm brace- 
let. Sphere opens for watch adjust- 
ment. Gold plated, $20 retail. From 
Natacha Brooks, Inc., 373 Fifth Ave., 
New York. 


“Empress” jewelry chest has four 
compartments in base, necklace sec- 
tion, velvet lining. In a variety of 
finishes, $25 retail. From Eureka 
Mfg. Co., Taunton, Mass. 
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LETTERS... 


Gem Information 


To the Editors: 

I think that JEWELERS’ CIRCULAR- 
KEYSTONE is improving with every is- 
sue; the May issue, particularly, de- 
serves congratulations. The articles 
concerning cultured pearls and genuine 
emeralds are most informative and in- 
teresting. ... 

The information contained in the ar- 
ticles is quite familiar to us, but we cer- 
tainly enjoyed reading every para- 
graph. The articles by Dr. Pough are 


something we look forward to. 
JOHN J. NAUGHTER 


Albany, N. Y. Naughter Jeweler 


Calling the Honor Roll 
To the Editors: 

Has the day of “Honesty pays” and 
of dignified, legitimate jewelry store 
confidence and prestige passed by? Can 
we stage a come-back? Is any organized 
group really trying? Do manufacturers 
and distributors care? Do trade papers 
dare present views? Or would you of- 
fend and antagonize advertisers? . 

JAMES E. CLEARY 
Greenfield, Mass. 


More Discounting? 


To the Editors: 

Loss of store traffic when credit cus- 
tomers pay monthly installments at 
some bank instead of in your store 
isn’t the only headache of retailers who 
belong to bank-sponsored plans. 

It hasn’t taken customers long to spot 
an angle. I hear that credit-card-hold- 
ers are saying to merchants: “‘Look, if I 
charge this $50 watch and the bank 
bills me, you get just $47.50 credited to 
your account—$50 minus your 5 per 
cent fee to the bank. Give me that 5 
per cent and I’ll pay $47.50.” 

What’s the answer to that one? No 
merchant can afford to give a 5 per 
cent discount on everything he sells; 
but if he refuses to play along, the cus- 
tomer says: “Okay, I'll find someone 
who will.” And you can’t afford to lose 
a customer. Anyone got a solution? 

EDWARD ABBY 
St. Louis. 
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“The LINDLEY MAN” 


represents over 1000 years of 
packaging experience. 


For many years the name Lindley has been 
known for the finest folding boxes in the 
world... for the attractiveness, quality, de- 
pendability and service insisted upon by the 
company’s founder. Packaging created and 
produced in the Lindley manner reflects the 
quality of your products, the personality of 
your store... helps you gain friends and 
repeat customers. 


Contact “The LINDLEY MAN”... acard or a wire 
will start you on the way to better packaging 


LINDLEY 


BOX AND PAPER DIVISION 


Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, IN‘ 





the world’s most beautiful “salesmen” are heiping you sell 


Artcarved 


DIAMOND AND WEDDING RINGS 
and the 


ermanent Value Plan 


Beautiful girls like this are telling marriage-conscious young people in nine lead- 
ing national magazines all about the exquisite Artcarved ring styles—and the 
remarkable Artcarved Permanent Value Plan. Your customers will see them in 
full pages and dramatic half-page ads—plus a spectacular full-color spread in 
Seventeen—now through June. The budget-minded buyers in your town will 
learn how to “grow’’ their diamonds as their budgets allow. Be sure you take 
advantage of this forceful nationwide promotion program. 

‘ And besides all these outstanding engagement ring ads, Artcarved is present- 
ing the largest national advertising campaign for wedding rings in the entire 
jewelry industry. Dramatic ads in Bride’s Magazine, Modern Bride and Bride 
& Home will hit right at the heart of the fast-growing wedding market. And 
other special wedding ring ads in Good Housekeeping and Glamour magazines 
will be selling other wedding ring prospects—fashion-conscious young marrieds, 
who want “dress-up” rings, and older women whose rings are worn and ready 
for replacement. Plan now for extra profits this season by stocking a large selec- 
tion of Artcarved* wedding rings and displaying them prominently. 





Every 8 days this spring there’s a new Artcarved 
national ad in these magazines... 


LIFE GLAMOUR BRIDE’S MAGAZINE 
SEVENTEEN - PHOTOPLAY BRIDE & HOME 
GOOD HOUSEKEEPING MADEMOISELLE MODERN BRIDE 


USE THESE ARTCARVED MERCHANDISING AIDS TO HELP 
YOU PROMOTE ARTCARVED RINGS IN YOUR STORE. 
NEW DISPLAYS. Bride displays, twenty-second spots with time for ADAY.” Over 8,000,000 women see 
flasher and motion units for window local tie-ins. FULL-COLOR MOVIE Arfcarved on TV via 142 NBC-TV 7 
and counter. TIE-IN LITERATURE. Fyll- PLAYLETS. For local indoor and _ stations throughout the nation. And 
color folders, gift books, ““Wedding _ drive-in theaters. Also in black and many more will hear about the 


Guide for Bride and Groom.” white for TV. PLUS AMERICA’SNO.1 39 Artcorved PVP on 560 Mutual radio ' 
NEW RADIO DISCS. One-minute and DAYTIME TV PROGRAM, “QUEEN FOR stations next day. 


MEewBeer COPR. 1959, J. R. WOOD &@ SONS *+RADEMARK 


J. R. WOOD & SONS, INC. 


216 East 45th Street, New York 17, N.Y. NEW YORK ¢ AMSTERDAM ¢ ANTWERP 
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SPRING RADIO PROGRAM 
LARGEST IN MANY YEARS 


In addition to other traditional forms of 
advertising, more Longines advertising 1s 
being heard on coast-to-coast national radio 
in this Spring of 1959 than for many years 
past. Many of the best CBS coast-to-coast 
programs are Longines-sponsored includ- 
ing: “Edward R. Morrow and the News,’ 
“Today's Business News,’ “Gunsmoke,” 
“Have Gun Will Travel” and “Suspense.” 
These are broadcast on a national network 
of 190 stations. On NBC’s popular weekend 
radio service, “Monitor,” Longines commer- 
cials are broadcast 20 times each weekend 
coast-to-coast following the weekend news 
reports on Saturdays and Sundays. In addi- 
tion, there are commercial messages on 
leading stations in the largest cities of the 
country. Frank Knight is, as always, the 
Voice of Longines and it is estimated that 
the combined listenership to these programs 
will exceed 150,000,000 listener impres- 


sions each week. 


WITTNAUER OUTSTANDING 
IN STYLING AND DESIGN IN 
MEDIUM PRICE RANGE 


With the tremendous surge of well- 
known lines into the $20-$30 price range, 
the position of Wittnauer watches in the 
medium quality field has been greatly 








enhanced. 

Wittnauer's styling and design has long 
been outstanding in the quality watch field 
from $29.95 to $71.50. Trading up to 
Wittnauer is made easy by simple com- 
parison of style and appearance. 

Wittnauer's boxing and merchandising 
accoutrements are also unique in its field 
and contribute greatly to the value of 
Wittnauer watches purchased as gifts. 

Do you know that Wittnauer watches 
are produced in one of the great quality 
watch centers of the world—Geneva, Switz- 
erland—and in one of the most modern 
watch factories — completed in 1957. 


6 aes 8 oes : 





‘NOTICEABLE UPSWING IN FIN 


WATCH SALES GAINS MOMENTUM 





Longines-Wittnauer’s Two-Man Sales Teams 
Helpful to Customers in Quality Watch Merchandising 


Sales of all Longines-Wittnauer watch 
brands have registered decided increases in 
the first three months of 1959 and appear 
to be gathering momentum. Jewelers’ sales 
have more than kept pace with increased 
purchases and the outlook for the fine watch 
business appears brighter than for many 
months. Part of the improvement can be 
attributed to a more confident consumer 
attitude regarding business conditions. A 
great part of the improvement in the sales 
of the Longines-Wittnauer lines can be 
credited to the new Longines-Wittnauer 
two-man sales teams and the closer coop- 
eration which they have been able to main- 
tain with customers. 

The Longines, Wittnauer and LeCoultre 
lines offer more than 800 models, each 
differing in price, style, features and appeal. 
Within this vast collection of fine watches 


a jeweler can assemble an array of beautiful 
timepieces of almost irresistible appeal to 
the prospective watch customer. The prob- 
lem of the jeweler is to find time to study 
this superb collection of watches and to 
make the selections which will meet the 
needs of his particular trade. 

Most jewelers are agreed that to get 
maximum profit from their quality watch 
departments it is necessary to trade-up 
every possible customer to the finest watch 
he can be induced to buy. Every such sale 
definitely counts up in both total volume 
and dollars of profit. At the same time, you 
do your customer a positive service by trad- 
ing-up his purchase. The finer the watch 
he buys, the greater will be his ultimate 
satisfaction with his purchase and his 
jeweler. 








PAN AMERICAN GAMES PROGRESS—The Third Pan American Games for which Chicago 
plays host August 27 to September 7 is fast developing into the greatest sports spectacle ever 
held in the United States. These Olympic Games for the 21 Nations of the Americas will see 
some 2000 athletes strive for fame and medals in a program of 21 different sports. The million 
dollar swimming pool now under construction in Portage Park will be the scene of finals in 
the diving competitions, water polo and swimming. Timing for this great international Olym- 
pic Event has been entrusted to Longines exclusively. Watches and other timing devices of 
highest precision will be operated by a highly trained crew of Longines timing experts. 








R= AND SHOP: Merchants in down- 
town Pontiac, Mich., were con- 
cerned, too, when the city’s bus lines 
were threatened with failure. No pub- 
lic transportation for suburban shop- 
pers would be tough for everyone. 

It was a jeweler who thought up the 
scheme for reviving bus traffic. “Why 
not hand out a bus token with each 
&2 purchase?” he suggested to the 
Pontiac Area Chamber of Commerce. 

And that’s what’s happening right 
now—with 34 merchants cooperating. 
First returns indicate that the bus 
company’s financial woes are on the 
that downtown trade is 

shot-in-the-arm it has 


wane—and 
getting the 
needed. 


N°? FAULT OF HIS: From a jeweler 
in Adrian, Mich., comes this tid- 
bit: “After sending numerous state- 
ments to a customer with a long over- 
due balance, I received the following 
note: 

“*T am sorry, but through no fault 
of yours I am going to have a baby 
and cannot pay you now. Hoping to 


> 99 


see you soon... 


pid Country Cousin: Everyone 
knows about the fabulous Hope 
diamond—the ancient product of India 
which, after centuries of romantically 
tragic history, has come to rest in the 
Smithsonian Institution, Washington. 
How many of you ever heard of our 
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SPEAKING OF THE JEWELRY TRADE 


very own “Punch Jones” diamond? 
It’s only 34.46 carats and still uncut; 
but it, too, is in the Smithsonian—on 
loan. It’s the largest diamond ever 
found east of the Mississippi. 

A homespun, bumpkin sort of gem- 
stone, “Punch” is completely over- 
shadowed by glamorous Cousin Hope. 
It, too, has a dramatic history, though; 
a history that’s as typically American 
as Horatio Alger’s “Cinderella” boys. 

One April morning in 1928, Grover 
Jones and son, “Punch,” of Peters- 
town, W. Va., ambled into the front 
yard to pitch horseshoes. (Punch was 
the oldest of 17 children: 16 boys: 
one girl.) Both tossed their shoes and 
were waiking toward the peg when 
something under the wild cherry tree 
glinted in the sun. 

“Look, we’ve found us a diamond!” 


‘ed 3 
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Jones exclaimed. They examined the 
stone briefly, Pop tucked it into his 
pants pocket, and they resumed the 
game. 

Fifteen years later, during World 
War II, Punch took a job with the 
Ordnance works at nearby Radford, 
Va. While there he became interested 


in geology; and he remembered that 
glinty little stone. 

“Where’s that shiny rock we used to 
have?” he asked at home. 

“Mom” recalled that it used to be 
in a little cheese box along with some 
odds and ends. But it wasn’t there. 
Finally it turned up in a tool box in 
the gardening shed. 

Punch’s new knowledge told him 
that the strange stone really did re- 
semble diamond; and he took it down 
to Virginia Polytechnic Institute where 
Dr. Roy J. Holden, professor of geol- 
ogy, said he was right. Dr. Holden 
gave the stone its name. 

A flurry of treasure-hunting in the 
vicinity followed; but no more dia- 
monds were found. It’s surmised that 
the stone was carried south by glaciers. 

What’s it worth? Well, Jones Sr., 
now 70, says he’s been offered every- 
thing from 25 cents to $2,500. And 
“one fellow asked me would I take 
$50,000. He didn’t say he’d give me 
$50,000, mind; just asked would | 
take it.” Jones will sell—at the right 
price. 

What of the diamond’s co-finder? 
He gave his life in World War II. But 
his name will live on. “Punch” Jones, 
his dad and their shiny little stone are 
now part of our gemological tradition. 
— TO ELEGANCE: There is a 

revolution taking place in Amer- 
ican suburbia; a right-about-face in 
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PALLADIU 
MERCHANDISING 
...F REE 


Send today for your new Basic Merchandising Kit that will 
help you increase your sales of palladium jewelry. This newest 
of the white precious jewelry metals becomes more popular 
every year—it will be good business for you to identify your 


store as “Palladium Headquarters”. You can do it with this kit. 


NEW KIT INCLUDES: 

Newly designed silhouette sign 

New velvet jewelry display pad 

Set of tested newspaper mats 
Plastic-laminated easel display sign 
Helpful booklets for sales training, 

and sources of supply 

Manufacturer’s Catalogs and Brochures 
25 copies each of 3 fine booklets for 
customer distribution. 


PALLADIUM 


a precious metal of the platinum group 
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Platinum Metals Division JCK 6-59 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


Please send me FREE your Basic Merchandising Kit 
of palladium sales aids. 


Name 





Store 
Address 
City __ State 
Our palladium jewelry stock includes: 








Zone 














(PLEASE PRINT) 
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PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. « 67 WALL STREET, NEW YORK 5,N. Y. 
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manner of living which should swell 
the hearts — and pocketbooks — of 
every alert jeweler. 

Casual living is out; “elegant” liv- 
ing is in. 

This startling fact is described in an 
article “Anyone for Elegance?” in a 
recent issue of Coronet magazine. 

“In suburbia you're ‘dead’ if you 
still live in toreador pants and swig 
bloody Marys,” say the subtitle. “To 
be resurrected, you must join the cult 
of champagne, evening gowns and 
studied gentility.” 

Fran and Nick are the author’s sam- 
ple couple. “Gone is Fran’s white 
Arzberg china, replaced by an English 
pattern,” he writes. “Her flat silver 
is no longer Scandinavian stainless 
steel but traditional Chantilly in ster- 
ling. . . . The driftwood lamps have 
vanished; tall rococo table lamps with 
hig tubular shades, ruffled at the edges, 
have taken their places.” 

What’s the reason for this switch- 
eroo from blue jeans, backyard barbe- 
cues and do-it-yourself home furnish- 
ings ? 

The girls just got tired of looking 
and feeling like slobs! “Anyway, I 








guess we all thought it was time we 
grew up. We're making more money 
now.” 

Sweet music to a jeweler’s ears. 
Long live elegance! 


t)* FOR OLD WATCH PARTS: Jeweler 
Harold Kay of Vicksman Jewel- 
ers, Denver, worried about the grow- 
ing accumulation of elderly watches 
and watch parts in his repair depart- 
ment. Throw them out? Somehow, 
he couldn’t bring himself to do that. 

Then the Kays built a house; a 
rambling ranch style home in south- 
east Denver. In that house, the horo- 
logical debris has found a permanent 
home. 

Kay had 200 pieces—tiny balance 
wheels, springs, hands, faces, and sev- 
eral complete pocket watches — em- 
bedded in semi-transparent lucite plas- 
tic to form a divider screen for his 
bathroom. 

Enthusiastic houseguests carried 
word of the screen to the local news- 
paper which published its picture. 
Now Kay is being deluged with tele- 
phone calls from folks who want one, 
too! 











"| was beginning to feel like a clock-watcher; 
so | had the clock removed." 
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N” WIRED FOR WATCHES: — If 
you’re beset by competition from 
discount houses, department stores, 
door-to-door salesmen—be grateful 
for small favors. You might—but not 
very probably—be facing a_ giant 
coast-to-coast salesman of watches and 
diamonds: Western Union! 

About ten years ago, says Fortune 
magazine, when that company was 
scratching gravel to pull itself out of 
a financial hole, the largest stock- 
holder became a self-appointed font 
of new ideas. One morning he rushed 
into the president’s office, bright-eyed 
and bushy-tailed, with the suggestion 
that Western Union’s far-flung offices 
sell diamonds and watches. The pub- 


lic had lost faith in the merchandising 
of watches, he reasoned; prices were 
being cut and nobody could be sure 
if a watch was worth what it cost. Also, 
nobody really knew how to judge the 
value of a diamond. . . . But every- 
body trusted Western Union! And it 
had a reputation for keeping accurate 


His great big iridescent bubble 
burst when the president turned 
thumbs down... . 


a “Compare at $2,000; Arm- 
strong’s price $200.” 
Waco, Tex., newspaper readers must 


have looked twice at that headline 
(above a picture of two diamond 
rings) on an Armstrong “House of 
Diamonds” ad. Chances are they were 
intrigued into reading the copy block: 
“Sure, this is an absurd comparison, 
but no more absurd than the idea of 
trying to compare the values of any 
diamond rings just by looking at them 
under a nice bright light. . . .” 
There’s only one way to compare 
diamonds, the ad . 
‘“.. . compare the qualities that deter- 
mine the value of diamonds. Not only 


goes on to say. 


size, but color, cutting, number of 
flaws. . . . And the only way to do 
this is to look into the diamond with 
diamond grading instruments. Here 
at Armstrong’s we insist that you look 
into the diamond you buy... .” 

Such educational advertising should 
bear fruit... . 











ABOUT THIS SURVEY 


What do a wholesale jeweler’s cus- 
tomers think of him? How much of the 
retail jewelry industry do wholesalers ef- 
fectively contact? How many jewelry 
stores depend upon wholesalers for the 
bulk of their goods? For what lines are 
wholesalers the chief distributor? 


JC-K discovered the answers to these 
and related questions during a survey of 
228 jewelry stores in March and April. 
The stores are located in cities and towns 
across America. At each store, a profes- 
sional interviewer personally talked with 
the owner or manager. 


Purpose of the survey—the largest of 
its kind in many years—was to discover 
the importance of the wholesaler in dis- 
tributing products to the retail jewelry in- 
dustry, and to explore retail jewelers’ 
buying preferences: through wholesalers, 
or direct. 


Since the survey was conducted within 
a cross-section of JC-K subscribers, the 
findings are believed accurate for that 
sample of JC-K’s audience, but may not 
hold equally true for the entire retail 
jewelry industry. There were 92 large 
stores and 136 small stores in the sa.n- 
ple. 


A word of caution to anyone who at- 
tempts to project the findings of the sur- 
vey to the whole industry: Smaller jewelry 
stores (those with annual sales under 
$50,000) far outnumber larger jewelry 
stores, but the larger stores as a group 
far outsell the smaller stores as a group. 
The latest Federal Business Census 
showed that smaller stores (72 per cent 
of all jeweiry stores) sell 24 per cent of 
the industry’s volume —and that large 
stores, while only 28 per cent of the 
stores, do 76 per cent of the business. 











A JC-K STUDY IN 
JEWELRY INDUSTRY 
DISTRIBUTION 











the importance 
of the 
wholesale 
jeweler 


® ARE WHOLESALER JEWELERS on the way out? 
Hardly—when distributors sell something like 
$235,000,000 worth of merchandise a year to retai! 
jewelers! 

Or when wholesalers provide more than one 
fourth of all the goods sold by large jewelry 
stores—stores with annual sales in excess of 
$50,000. 

Or when wholesalers furnish nearly 60 per 
cent of the inventory of small jewelry stores— 
stores with annual sales below $50,000. 

Or when wholesalers supply nearly half of the 
merchandise carried by the 228 retail jewelry 
stores, both big and small, which we checked dur- 
ing our survey. 

Here is what the owners or managers of these 
228 jewelry stores told us, a few weeks ago, 
about where and what they buy, and why: 


Do most jewelers buy from wholesalers? 


Yes, indeed. Almost 92 per cent said Yes. Nine 
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HOW MUCH DO JEWELERS 
BUY FROM WHOLESALERS ? 





46% OF THE MERCHANDISE SOLD BY ALL JEWELRY STORES 


IN JC-K’S SURVEY GROUP WAS DISTRIBUTED BY WHOLESALERS 


PER CENT OF 16 LINES IN JEWELERS’ INVENTORY BOUGHT FROM WHOLESALERS: 





% OF STORES 
WHICH CARRY BY SMALL BY LARGE BY ALL 
THIS LINE STORES STORES STORES 


% % % % 
APPLIANCES 46 88 82 85 
PHONOGRAPHS 15 91 72 81 
SHAVERS 63 80 80 80 
CLOCKS 90 80 73 i] 
LIGHTERS 82 72 68 71 
RADIO & TV SETS 27 93 53 69 























PLATED SILVERWARE 68 79 49 64 





STAINLESSWARE 58 68 45 56 





FILLED & NOVELTY JEWELRY 94 68 38 55 





KARAT GOLD JEWELRY 94 62 34 50 





WATCHBANDS 99 45 28 49 
MOUNTINGS 95 62 22 44 
DIAMONDS 96 57 91 42 
BIRTHSTONE RINGS 95 51 25 40 














PERSONAL LEATHER GOODS 59 49 16 35 
WATCHES 98 15 9 13 
ALL MERCHANDISE — 59 28 46 


























How to read this chart: 46 per cent of the 228 jewelry stores in the survey carry 
appliances. 88 per cent of the appliances stocked by stores with total individual 
annual sales of less than $50,000 was bought from wholesalers (leaving 12 per 
cent bought direct). 82 per cent of the appliances stocked by stores with total 
individual annual sales of more than $50,000 was bought from wholesalers (leav- 
ing 18 per cent bought direct). And 85 per cent of the appliances stocked by the 
whole sample was bought from wholesalers (leaving 15 per cent bought direct). 
Sample included 92 large and 136 small stores. Small stores bought 59 per cent 
of all their merchandise from wholesalers; big stores, 28 per cent. [Table 1] 
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ABOUT THIS SURVEY 


What do a wholesale jeweler’s cus- 
tomers think of him? How much of the 
retail jewelry industry do wholesalers ef- 
fectively contact? How many jewelry 
stores depend upon wholesalers for the 
bulk of their goods? For what lines are 
wholesalers the chief distributor? 


JC-K discovered the answers to these 
and related questions during a survey of 
228 jewelry stores in March and April. 
The stores are located in cities and towns 
across America. At each store, a profes- 
sional interviewer personally talked with 
the owner or manager. 


Purpose of the survey—the largest of 
its kind in many years—was to discover 
the importance of the wholesaler in dis- 
tributing products to the retail jewelry in- 
dustry, and to explore retail jewelers’ 
buying preferences: through wholesalers, 
or direct. 


Since the survey was conducted within 
a cross-section of JC-K subscribers, the 
findings are believed accurate for that 
sample of JC-K’s audience, but may not 
hold equally true for the entire retail 
jewelry industry. There were 92 large 
stores and 136 small stores in the sa.n- 
ple. 


A word of caution to anyone who at- 
tempts to project the findings of the sur- 
vey to the whole industry: Smaller jewelry 
stores (those with annual sales under 
$50,000) far outnumber larger jewelry 
stores, but the larger stores as a group 
far outsell the smaller stores as a group. 
The latest Federal Business Census 
showed that smaller stores (72 per cent 
of all jewelry stores) sell 24 per cent of 
the industry’s volume —and that large 
stores, while only 28 per cent of the 
stores, do 76 per cent of the business. 








A JC-K STUDY IN 
JEWELRY INDUSTRY 
DISTRIBUTION 











the importance 
of the 
wholesale 
jeweler 


@® ARE WHOLESALER JEWELERS on the way out? 
Hardly—when distributors sell something like 
$235,000,000 worth of merchandise a year to retail 
jewelers! 

Or when wholesalers provide more than one 
fourth of all the goods sold by large jewelry 
stores—stores with annual sales in excess of 
$50,000. 

Or when wholesalers furnish nearly 60 per 
cent of the inventory of small jewelry stores— 
stores with annual sales below $50,000. 

Or when wholesalers supply nearly half of the 
merchandise carried by the 228 retail jewelry 
stores, both big and small, which we checked dur- 
ing our survey. 

Here is what the owners or managers of these 
228 jewelry stores told us, a few weeks ago, 
about where and what they buy, and why: 


Do most jewelers buy from wholesalers? 


Yes, indeed. Almost 92 per cent said Yes. Nine 
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HOW MUCH DO JEWELERS 
BUY FROM WHOLESALERS ? 





46% OF THE MERCHANDISE SOLD BY ALL JEWELRY STORES 


IN JC-K’S SURVEY GROUP WAS DISTRIBUTED BY WHOLESALERS 


PER CENT OF 16 LINES IN JEWELERS’ INVENTORY BOUGHT FROM WHOLESALERS: 





% OF STORES 
WHICH CARRY BY SMALL BY LARGE BY ALL 
THIS LINE STORES STORES STORES 


0o/ 


%o % % Yo 
APPLIANCES 46 88 82 85 
PHONOGRAPHS 15 91 72 81 
SHAVERS 63 80 80 80 
CLOCKS 90 80 73 77 
LIGHTERS 82 72 68 71 
RADIO & TV SETS 27 93 53 69 























PLATED SILVERWARE 68 79 49 64 





STAINLESSWARE 58 68 45 56 





FILLED & NOVELTY JEWELRY 94 68 38 55 





KARAT GOLD JEWELRY 94 62 34 50 
49 


44 
42 
40 
35 
13 
46 





WATCHBANDS 99 65 28 





MOUNTINGS 95 62 22 





DIAMONDS 96 57 21 





BIRTHSTONE RINGS 95 51 25 





PERSONAL LEATHER GOODS 59 49 16 





WATCHES 98 15 9 
ALL MERCHANDISE — 59 28 























How to read this chart: 46 per cent of the 228 jewelry stores in the survey carry 
appliances. 88 per cent of the appliances stocked by stores with total individual 
annual sales of less than $50,000 was bought from wholesalers (leaving 12 per 
cent bought direct). 82 per cent of the appliances stocked by stores with total 
individual annual sales of more than $50,000 was bought from wholesalers (leav- 
ing 18 per cent bought direct). And 85 per cent of the appliances stocked by the 
whole sample was bought from wholesalers (leaving 15 per cent bought direct). 
Sample included 92 large and 136 small stores. Small stores bought 59 per cent 
of all their merchandise from wholesalers; big stores, 28 per cent. [Table 1] 
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More than half of the jewelry 
stores buy more than half of 
their stock from wholesalers 





continued 
out of every ten larger stores and 15 out of every 
16 smaller stores buy from jobbers. 


Which lines do you buy from wholesalers? 


We asked about jewelers’ purchases of 16 lines 
and found that more than half of the stores buy 
14 of these 16 lines wholly or partly from whole- 
salers. 

Top lines for which jewelers turn to whole- 
salers are: electrical appliances, shavers, clocks, 
phonographs, lighters, plated silverware, filled 
and novelty jewelry, radios and TV sets. Better 
than seven out of every ten retail jewelers who 
carry these lines buy some or all of that mer- 
chandise from jobbers. 

Take plated silverware, for instance (see tables 
on pages 52-53). Among all stores in the sample, 
51.7 per cent buy all of their platedware from 
wholesalers and 25.5 per cent buy some, for a 
total of 77.2 per cent who obtain all or part of 
their platedware from wholesalers. The remain- 
ing 22.8 per cent say that they buy all of their 
platedware direct. 

Table 2 shows the extent to which small 
jewelry stores depend upon wholesalers for all 
or part of their goods. For platedware, it shows 
that 72.4 per cent of the stores which stock it 
buy all of this merchandise from wholesalers and 
13.1 per cent buy some for a total of 85.5 per cent 
who buy all or some platedware from wholesalers. 
Table 3 shows similar information for larger 
stores. It finds 30.2 per cent of these stores buy- 
ing all of their silverplate from wholesalers, 38.3 
buying some, and 68.5 per cent buying all or 
some. Apparently, 31.5 per cent of the larger 
jewelry stores get all of their silverplate from 
manufacturers. 

Wholesalers sell 15 of the 16 lines (all except 
watches) to more than half of the smaller stores. 
And they sell 11 of the 16 lines to more than 
half of the larger stores. 


What part of jewelers’ total inventory is bought 
from wholesalers? 


About 80 per cent of the stores say that they 
buy at least 10 per cent of their stock from job- 
bers. More than half of the stores depend upon 
wholesalers for more than half of their goods. 
And one jewelry store in every four buys at least 
three-fourths of its stock from wholesalers. 

The following table shows the proportion of 
inventory purchased from wholesalers by small 
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stores, by large stores, and by all 228 stores 
covered by the survey: 


% of inventory 

Small Large All 

Stores Stores 

6.3% i 8.8% 
Under 10% eres 19. 8.2 
10% to 24% 4.7 . 10.0 
25% to 49% 15.8 , 17.8 
50% to 74% 31.5 ‘ 25.6 
More than 75% 37.8 ; 26.0 
Don’t know 3.9 3.6 


Most of the smaller stores (nearly 70 per cent 
of them) depend upon wholesalers for more than 
half of their stock. Many of them (37.8 per cent) 
buy more than three fourths of their goods from 
wholesalers. This is one measure of the impor- 
tance of wholesalers in the jewelry industry—the 
degree to which the 17,000 smaller jewelry stores 
(seven out of every ten stores) depend upon job- 
bers for so much of their goods. Of course, whole- 
salers sell an even larger dollar volume to the 
6600 bigger jewelry stores and that is another 
measure of their stature. 


How important are wholesalers in supplying va- 
rious lines? 


Jobbers furnish 59 per cent of the merchan- 
dise sold by small jewelry stores, 28 per cent of 
all goods sold by large jewelry stores, and 46 per 
cent of all stock sold by all the stores in the sam- 
ple, both small and large. 

Wholesalers are the chief suppliers of 10 of 
the 16 lines to jewelry stores in the sample, furn- 
ishing more in each of these lines than manu- 
facturers sell direct (see table 1). The 10 lines 
where wholesalers are strongest, compared to 
manufacturers’ direct sales, are: appliances, 
phonographs, shavers, clocks, lighters, radio and 
TV sets, plated silverware, stainlessware, filled 
and novelty jewelry and karat gold jewelry. 

Small jewelers get the bulk of 14 of these 16 
lines from wholesalers. it is only with personal 
leather goods and watches that they buy more 
direct than they do from jobbers. 

There are only six lines, chiefly non-jewelry, 
which large jewelry stores buy in greater volume 
from wholesalers than from manufacturers: ap- 
pliances, phonographs, shavers, clocks, lighters 
and radio and TV sets. 

Unlike the small stores, large jewelry stores 
favor direct buying for most jewelry lines. For 
instance, two thirds of the costume jewelry, 
karat gold jewelry and watch bands sold by 
small stores comes from wholesalers—but two 
thirds of the same kinds of merchandise sold 
by large jewelry stores skips the wholesaler and 
is bought direct. 
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From how many wholesalers do you buy during 
a year’s time? 


There’s sturdy competition for customers in 
the wholesale jewelry business, as you can see in 
the following table: 


Number of 
Wholesalers % of % of 
from Whom Smaller Larger 
Retail Jewelry Jewelry Jewelry Stores in 
Stores Buy Stores Stores Sample 
0 8.7% 6.6% 
3.3 2.2 
15.1 10.7 
16.2 12.0 
6.5 7.1 
8.7 8.8 
8.7 


% of All 


8.7 


OON Aa hWHD 


10.9 
3.3 
2.2 
2.2 


More than 20 3.3 
Don’t know ; 2.2 


The competition is keenest for small jewelry 
stores’ business. Among these, one store in every 
four buys from un to 4 wholesalers: one store 
buys from between 4 and 7 wholesalers; one 
store buys from between 7 and 14 wholesalers, 
and one buys from more than 14 wholesalers. 

Among large jewelry stores, one store in every 
four buys from up to two wholesalers; one store 
buys from between three and five wholesalers; 
one buys from five to eight wholesalers; and one 
buys from eight or more wholesalers. 

The median number of wholesalers serving a 
small jewelry store is 7; the median number 
serving a big jewelry store is 5. 


Do you give most of your wholesale business to a 
single wholesaler? 


More than a third (37.9 per cent) of the 
smaller stores and nearly half (47.6 per cent) 
of the larger stores have a favorite wholesaler 
who gets most of their business. 


Would you rather buy from wholesalers or direct? 


Here’s how the jewelers answered: 


Rather Buy Rather 
from Whole- Buy 
saler Direct 
Small stores 34.6% 39.1% 
Large stores 13.0 71.8 
All stores 
in sample 25.8 52.5 
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In other words, six out of ten small jewelers 
seem reasonably content to buy from wholesalers. 
One in every three definitely prefers to buy that 
way, and almost as many more have no prefer- 
ence. Only four small jewelers in ten would rather 
buy direct. 

But seven out of every ten larger jewelers 
favor direct buying. The others are about evenly 
divided between favoring the wholesalers and no 
preference. 

All told, 53 per cent of the stores say they 
would rather buy direct; 26 per cent favor the 
wholesaler; and the others say it depends on the 
situation; they like to buy from both, or they 
have no preference. 


Why would you rather buy direct? 


Answers from small stores: 

“It eliminates the middle-man. If you can buy 
a big enough quantity, you can save money.” 

“I think I get better service from the manu- 
facturers. When there are returns or corrections 
to be made, there is a definite place to return the 
merchandise. Jobbers and wholesalers are too 
hard to find when you need them for repairing an 
article.” 

“Merchandise is cheaper, and you get better 
attention when buying direct.” 

“You can see the maker’s complete line. 
Cheaper.” 

“Not much preference, but if we could buy 
direct the cost would probably be less.” 

“There are too many so-called wholesalers who 
sell to everyone, whether in the jewelry business 
or not. There is a difference in their price to 
different retailers.”’ 

“We get a better price and can sell at a better 
price, so maybe we can do more business. If any- 
thing we sell is broken, like one in a pair of 
candlesticks, the manufacturer gives better ser- 
vice. A jobber wouldn’t have an odd number in 
stock.” 


Answers from large stores: 

“If wholesalers had more to offer, 1 would 
buy from them. We carry precious jewelry and 
they don’t have it.” 

“So I can be competitive and get the best price. 
If you have enough credit, you can buy direct. 
It is the dealer who doesn’t have that kind of 
credit who has to go through the wholesaler.” 

“When you call the wholesaler, he is out and 
has to order it; so why shouldn’t I order it my- 
self and save the extra cost? Also, they sell to 
drug stores, grocery stores, any kind of store 
that has a dollar.” 

“We like to handle fine merchandise that not 

(please turn page) 
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HOW MANY SMALL JEWELRY STORES 
BUY FROM WHOLESALERS? 


OVER HALF OF THEM DEPEND ENTIRELY UPON 
WHOLESALERS FOR 10 OF THE 16 LINES 


PER CENT OF SMALL STORES BUYING FROM WHOLESALERS 





BUYING ALi 
OR PART OF 
LINE FROM 
WHOLESALER 


BUYING LINE 
PARTLY FROM 
WHOLESALER 


BUYING LINE 
ENTIRELY FROM 
WHOLESALER 


% 


% 


0/ 
/O 





RADIOS & TV SETS 


91.2 


44a 


95.6 





PHONOGRAPHS 


87.6 


6.2 


93.8 





APPLIANCES 


86.7 


2.2 


88.9 





CLOCKS 


71.8 


15.4 


87.2 





PLATED SILVERWARE 


72.4 


13.1 


85.5 





SHAVERS 


74.0 


10.4 


84.4 





WATCH BANDS 


44.4 


38.2 


82.6 





FILLED & NOVELTY JEWELRY 


60.0 


19.2 


79.2 





LIGHTERS 


61.3 


17.9 


79.2 





STAINLESSWARE 


63.9 


13.1 


77.0 





KARAT GOLD JEWELRY 


46.2 


30.8 


77.0 





MOUNTINGS 


52.5 


22.1 


74.6 





DIAMONDS 


49.1 


18.9 


68.0 





BIRTHSTONE RINGS 


38.7 


25.8 


64.5 





PERSONAL LEATHER GOODS 


40.0 


18.7 


58.7 





WATCHES 


5.6 


36.5 


42.1 

















Small jewelry stores (sales under $50,000 a year) depend heavily upon wholesalers. 
71.8% of the stores, for example, buy all of their clocks from wholesalers and another 
15.4% buy some, for a total 87.2% obtaining clocks from wholesalers. (Table II) 


WHOLESALE JEWELERS (continued) 


everyone has. You can’t get specialties from 
wholesalers.” 

“If I buy from a manufacturer, I have a bet- 
ter selection, a choice of everything he has. The 
wholesaler selects what he wants me to stock. 
Besides, most of the jewelry handled by whole- 
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salers is not intended for my type of store.” 

“Better prices and steady prices. When buying 
from a wholesaler, prices are footballed around 
and you never know the fair price.” 

“Better from the standpoint of price—and 
price is the all-important thing today.” 

“No middleman, so we get merchandise at the 
true wholesale level.” 
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HOW MANY LARGE JEWELRY STORES 
BUY FROM WHOLESALERS ? 


OVER HALF OF THEM DEPEND ENTIRELY UPON 
WHOLESALERS FOR 5 OF THE 16 LINES 


PER CENT OF LARGE STORES BUYING FROM WHOLESALERS 





BUYING ALL 
OR PART OF 
LINE FROM 
WHOLESALER 


BUYING LINE 
PARTLY FROM 
WHOLESALER 


BUYING LINE 
ENTIRELY FROM 
WHOLESALER 


% 


% 


% 





SHAVERS 


73.8 


14.7 


88.5 





APPLIANCES 


80.0 


5.4 


85.4 








LIGHTERS 


50.7 


34.6 


85.3 





CLOCKS 


54.9 


29.2 


84.1 





PHONOGRAPHS 


64.7 


11.8 


76.5 





PLATED SILVERWARE 


30.2 


38.3 


68.5 





RADIOS AND TV SETS 


44.4 


13.9 


58.3 





FILLED & NOVELTY JEWELRY | 


21.8 


43.7 


65.5 








STAINLESSWARE 


35.8 


25.4 


61.2 





BIRTHSTONE RINGS 


10.6 


42.4 53.0 





KARAT GOLD JEWELRY 


21.4 


30.3 51.7 





WATCH BANDS 


14.1 


32.7 46.8 





MOUNTINGS 


11.1 


27.8 38.9 





DIAMONDS 


15.9 


12.5 28.4 





PERSONAL LEATHER GOODS 


10.9 


10.9 21.8 





WATCHES 


2.2 


18.8 21.0 




















Large jewelry stores (sales over $50,000 a year) buy shavers, appliances, lighters, 


clocks, 


phonographs chiefly from wholesalers, plus much else. 


For instance, 21.4% 


buy all, and 30.3% buy some, of their gold jewelry from wholesalers. (Table Ill) 


“Difference in cost. Also, I can get an exclusive 
line by buying direct. I do not like to feature 
things that small stores can get easily.” 

“Better prices, and quicker service on repairs.” 

Recap of reasons for buying direct: Lower 
price is the standout reason, followed by better 
service, “the type of merchandise suited to our 
type of store,” better distribution policy, miscel- 
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laneous complaints against wholesalers. 
Why would you rather buy from wholesalers? 


Answers from small stores: 
“Better, quicker service; I can buy small quani- 


ties more often.”’ 
(please turn to page 73) 
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by Jerry Gewirtz 


Biocky gold cases for tiny watches 
evidence the trend toward space 
age styling. These simple but ele- 
gant designs use shapes of the 
square, circle, triangle and tear- 


drop. Straps are changeable. 


Cocktail watches show up to advan- 
tage on fashionably bared wrists, 
particularly since shorter-than-ever 
sleeves are in vogue. The new 
shapes below are made in gold. 


Slip-on straps allow for changes. 


Men’s dress watches, too, feature 
elegant designs, handsome bands. 
These timepieces in gold are wafer 
thin and have tapering attachments 
in accordance with the style-right 


cut of formal attire for men. 


Dream watches come true 


Experimental watches at last year’s Basle Fair are now in production 


® WHAT SEEMED LIKE “DREAM WATCHES’ at last 
year’s Basle Fair are now a production reality. 
At the 1959 fair, April 11 through April 21, 
models on display borrowed heavily from the ex- 
treme, avant-garde experimental designs of 1958. 

Space-inspired shapes such as flying saucers 
and asymmetric cases dominated the new collec- 
tion. In some instances, the jeweled-lever crafts- 
men moved even beyond last year’s look-ahead 
styles. The new watches incorporate fresh ideas 
in shape and casing with high style accents that 
give the timepieces fashion immediacy. 

The cut of this season’s clothing makes a per- 
fect setting for watches —- and attachments — of 
distinction. Shorter sleeves emphasize fabric 
watchbands and straps in lavish textures and 
sport materials. Many changes go with one watch, 
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all fashioned to accentuate the wrist. . . . Wider 
collars on coats and suits are enhanced by lapel 
watches, made to look like jeweled pins. .. . The 
deeper - than - ever decolletage has suggested the 
watch as a pendant on a gold chain. 
Jeweled-lever watches displayed at this year’s 
fair are fresh proof that the timepiece is an im- 
portant wardrobe accessory. The collection boasts 
unprecedented thinness without loss of mechanical 
perfection; features more designs for men’s 
watches, many as asymmetric as the ladies’; sup- 
ports the feeling in the trade that the bracelet 


watch is a compelling piece of jewelry. 
In the new watches, the jeweler has much to 


sell... and fortunately for him, this year’s Basle 
Fair designs are the kind that are bound to create 
wide consumer interest and appeal. £@ 8 
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Most expensive watch shown at the Stylized leaf of gold is typical cf Pendant watches, one in gold and 
Fair (cost: $58,500) is worn on in- many timepieces shown at Basle the other in enamel, were inspired 
side of wrist. Bracelet is platinum Fair. It comes with a pale green by the new apparel styles—wide 


set with one large diamond. slip-on, slip-off wrist strap. collars and decollete necklines. 








An innovation which reflects in- Form follows function in this time- Wide gold and silver mesh brace- 


fluence of recent ladies’ watches is piece whose 12 to 6 axis faces the lets are handsome costume acces: 
timepieces for men, designed with wearer. Tilt the watch (as shown) sories. Many bracelet watches were 


lugs off center to the strap. to tell time without turning. displayed at the ‘59 Basle Fair. 
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HOW TO TRIPLE 
YOUR DIAMOND 
~ SALES FOR 


SIX WEEKS 


A “selling bee” spurs 
diamond sales, with 
everyone eligible for 
prizes. Even porters 
and cleaning women 
can get in on the 


awards 


by Marion Stocker 


@ WANT TO GIVE YOUR DIAMOND SALES a shot in 
the arm? 

Hold a contest; with prizes. And urge every- 
one connected with your store—even the porter 
—to get busy and sell, or create sales. 

Fink’s jewelry stores in seven cities of Virginia 
have held such annual contests for several years, 
now; and they’ve upped their sale of diamonds 
as much as 300 per cent during the six-week con- 
test periods. 

Enterprising President Nathan Fink and son, 
Alvin, vice president, conduct the events, using 
the services of a prize incentive company (E. F. 
MacDonald Co., Dayton, Ohio) to furnish sales 
bulletin letterheads, catalogues and merchandise 
awards. 

Details of each contest are outlined at a “kick- 
off” dinner for store employees. (Fink’s Jewelers 
Inc., has stores in Bedford, Covington, Harrison- 
burg, Salem, Charlottesville, Roanoke and Staun- 
ton.) Everyone is requested to attend; sales- 
people, office employees, watchmakers, part-time 
help—‘‘just anyone connected with our organiza- 
tion,” says Alvin Fink. 

Catalogues picturing the prizes are passed out 
—full-color pictures of such desirable items as 
power saws, bedroom suites, kitchen equipment, 
sports jackets, lawn furniture; 1400 possibilities 
in all. 

You win this merchandise by piling up points; 
6 points for each $100 diamond sale. Non-selling 
employees receive points for creating a sale. 

Each store is assigned a quota; and, after 
quotas are reached, each earner of points in that 
store receives 12 points per $100 sale—just 
double the regular rate. 


... Plus a Grand Prize 


And, there is a Grand Prize: 50,000 additional 
points for the store that tallies the largest per- 
centage of increase in diamond sales (over the 
corresponding time last year) during the six- 
week contest period. These points are split up 
among employees of that store according to the 
percentage of points each has already earned. 

To help things along, Fink’s advertises its “Big 
Diamond Sale” continuously through radio, TV 
and in newspapers of each community. 

“We talk our sale, day and night,” says Alvin 
Fink “...urge people to bring their diamonds in 
for cleaning; show diamonds to everyone who 
comes into our stores.” 

Even wives get into the act. Each wife receives, 
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Winner takes plenty: Top man in Fink’s diamond-selling 
contest, W. J. Roche, store manager at Harrisonburg, cashed 
in his points for a freezer, radio and percolator. He also 
won an all-expense trip (with wife) to New York, including 
shows, night clubs, ball game—and baby-sitter. 

















through the mails, a flyer suggesting “remind 
him that you expect him to win.” ... “note-ify 
him with a list of your choice of prizes... .” At- 
tached are a pack of standup cards (to be left by 
hubby’s hat or coffee cup or saving mirror) which 
read: “The prize I want most is . Will you 
win it for me in the Selling Bee?’ Some wives 
drum up customers and earn points on their own. 

Weekly bulletins notify stores of their standing 
in the race; and recount accomplishments of cer- 
tain individuals: “Things really changed last 
week ! Charlottesville slipped from their lead.... 
Salem now is slightly ahead with Roanoke next 
... .Five people earned above 5,000 points each 
last week... .” 

“Harrisonburg is to be congratulated for their 
fine showing .... Margaret Key in Bedford... 
has ordered her $69.95 vacuum cleaner... . Basil 
Johnson, who works a few hours a day in the 
Roanoke store, just received a $25 Fishing Reel 
for sending in just one customer .... Keep talking 
trade-ins and showing diamonds. You can get a 
lot of points before closing time May 19... .” 

They keep selling right up to the deadline, too. 
And then employees of the Grand Prize-winning 
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store happily order such top-point items as golf 
clubs, suits, electric ranges... . 

Forty-five of the 58 regular employees won 
prizes last year. Yet, only 17 of them are regular 
diamond salesmen. Everyone with any points at 
all choses something from the catalogue; or 
saves his points toward next year’s contest. 

You think it sounds like an expensive kind of 
promotion? No; it costs just 6 per cent of the in- 
crease in diamond business, says Alvin Fink. No 
sales, no prizes. 

And the advantages are many, he points out, 
not the least of which is that “the contest de- 
velops more sales-consciousness by all employees 
of our stores. The vast majority of sales are 
created by the sales and office force inside the 
stores, of course; but some are instigated on the 
outside—even by porters and maids.” 

Competition and tangible prizes are powerful 
incentives; incentives that generate enthusiasm. 
That’s a fact of human nature. And enthusiasm 
is an important plus toward making the sale of 
a diamond. 

Perhaps a diamond-selling contest is worth a 
try in your store. Se 8 
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ONSUMERS RATE THE RETAIL JEWELER 


Retail jewelry stores came out way ahead when consum- 
ers were asked to compare them with other watch outlets 
such as department stores and discount houses. An over- 
whelming proportion of those interviewed in the Nowland 
study indicated they preferred to trade with jewelers for 
the reasons above. To make full use of this good will, 
however, jewelers need to counteract the feeling that 
they’re “high-priced.” 


Exhaustive research by Nowland & Co., commissioned by 
The Watchmakers of Switzerland, has diagnosed the 
ailments of the jeweled-lever market; it has also made 
suggestions for a cure. The study is based upon thousands 
of interviews with manufacturers, wholesalers, retailers 
and customers and the findings of several previous sur- 
veys. Here is a digest of the Nowland Report.—The 
Editors. 


® THE JEWELED-LEVER WATCH industry in the 
United States is sick. It has been sinking steadily, 
for several years. 

The diseases by which it is beset are serious; 
but they needn’t be fatal—if the industry takes 
immediate, concerted action to revise its advertis- 
ing, pricing and marketing policies. 

If this is done, the future market for jeweled- 


THE MARKET TARGET 
ee ee 2 en ee oe es a eee 
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QUALITY APPEAL VS PRICE APPEAL 


How consumer attitudes differ in segments of market 


An optimistic finding of the Nowland report is that the 
largest single segment of the watch market (45 per cent) 
is swayed by quality as well as by price. These people 
are the target at which the jeweled-lever industry must 
aim—or they will drift toward the 12 per cent who can 
be reached through price-appeal only. Even the 43 per 
cent who now heed “quality” primarily could be down- 
graded, unless action is taken. 


What's wrong with the 


lever watches should be healthy and vigorous, 
with greatly increased volume. 

Revision of selling policies is urgently neces- 
sary, however. The consumer, today, is confused ; 
his confidence in jeweled-lever watches has been 
weakened. This is because attempts to rally the 
ailing industry have been short-term expedients, 
often contradictory. As a result, the consumer 
does not know how much to pay for a good watch 
or what to look for in a good watch. 

The most disturbing finding in today’s jeweled- 
lever market is the overwhelming evidence that 
consumers have down-graded their expectations 
regarding jeweled-lever watches. This is par- 
ticularly striking since it occurs at a period in 
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HOW CONSUMER JUDGES WATCH QUALITY 


Quality is judged by today’s consumer from many factors, 
according to Nowland report findings. (Changing times 
and contradictory promotion policies have tended to ne- 
gate his old standards: type of outlet, features, price, ad- 
vertising claims.) So, the jeweled-lever industry needs to 
re-define the quality watch in terms which the consumer 
can understand and respond to. Only then will public con- 
fusion about quality be clarified. 


PREFERENCES 


Clean, simple styling is what the vast majority of men 
and women want in a watch, Nowland researchers discov- 
ered. Yet, many importers and jewelers have felt that 
customers wanted a high-priced watch to look “rich and 
expensive.” Such misconceptions indicate need for more 
careful research on preferences of the American public— 
along with revision of many other policies of the jeweled- 
lever industry. 


jeweled-lever watch market? 


American marketing when the public expects to 
pay more for almost every other commodity— 
automobiles, clothing, food... . 

The confusion has come about because of two 
things: the total change in the jeweled-lever watch 
market in the decade between 1949 and 1959; and 
the temporary and inadequate measures which the 
industry has taken to deal with these changes. 

Ten years ago, retail jewelers had virtually 
complete control over sales of jeweled - lever 
watches; there were almost no other outlets. The 
jeweler was a major influence in helping the con- 
sumer choose a quality watch. Sales and advertis- 
ing of pin-lever watches were a minor factor... . 
The principal motive for purchasing quality 
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watches was prestige; and a customer was willing 
to pay the price for a “prestige’’ watch because 
prices were stable. 

But look at conditions today. Outlets for 
watches have multiplied until jewelers are a small 
minority among them. The consumer relies more 
on brand advertising than on the jeweler’s word 
in judging quality. Sales and advertising of pin- 
lever watches influence the consumer tremen- 
dously in making his choices. (Nearly 50 per cent 
of sales are in the pin-lever class.) The prestige 
of owning a quality watch has disappeared as a 
motive in buying; other motives have taken its 
place. Finally, heavy discounting and “bargain” 


(please turn to page 60) 
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WHAT’S WRONG WITH THE JEWELED-LEVER 
WATCH MARKET? 
(continued) 


offers have destroyed consumer confidence in price 
as an index of watch quality. 


Price Appeal Over-emphasized 


In trying to cope with these changed conditions, 
the industry made many mistakes. Both jewelers 
and manufacturers over-emphasized the price ap- 
peal and failed to clarify the quality factor. All 
segments of the industry took to discount selling. 
The deceptive practice of “pre-ticketing” watches 
was widely accepted—and further impaired the 
confidence of the consumer. 

Multiplication of brands added to consumer 
confusion. At the import level, there seemed to be 
no limit to the number of new brands; and some 
jewelers created their own “house brands” in an 
effort to escape from problems created by discount 
and catalog houses. | 

Confused policies on pin-lever watches within 
the trade further contributed to the decline. Many 
jewelers adopted pin-lever watches in an attempt 
to stimulate customer traffic. 

A surprising fact which came to light during 
the survey is that almost 90 per cent of consumers 
surveyed said they expect pin-lever watches ‘“‘to 
last up to 5 years.” They have no expectation of 
throwing them away after a year or two of use. 
The confusion is further aggravated by the wide- 
spread use of the label “Swiss” in selling pin-lever 
watches. 

The confusion of consumers about the watch 
market showed up again and again during inter- 
views. More than half said: “There’s not much 
difference today between low-priced and high- 
priced watches” and “You don’t have to pay as 
much for a good watch as you used to.” Nearly 
half made such remarks as: “Cheap watches last 
almost as long as expensive ones.” “You can buy 
a good watch for what it costs to repair the old 
one.” “Most well-known watches don’t use Swiss 
movements.” : 

Emphasizing the urgency of the situation, the 
report warns: “The down-grading of consumer 
price and value expectations, if not checked, can 
change the entire character of the watch market 
permanently, reducing the market for high-priced, 
jeweled-lever watches to the status of a speciality 
product, catering to a minority of the public.” 


Total Market Prospering 


Teamwork by every segment of the industry in 
rebuilding the public’s image of jeweled-lever 
watches, can bring a right-about-face in their sale, 
the report predicts. According to the Nowland 
findings the industry is ready and anxious to co- 
operate in setting its house in order. 
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It is the more willing to do this because the 
watch market as a whole is healthy. It is a mass 
market—broad, stable and growing. 

The number of watches sold in the United 
States has been increasing rapidly for several 
years. Only jeweled-lever sales are unsatisfactory. 
Most of the money spent on watches comes from 
the so-called middle class families whose incomes 
range from $3,000 to $10,000 a year-—63 per cent 
of American households. 

Furthermore, an estimated 31 per cent of 
American people over 14 years of age do not use 





Watchmakers push action 
on report’s recommendations 


Summer-Check your watch 


FREE! 


The Watchmakers of Switzerland will 
launch a “Summer Check-up” of watches June 
15 as a first step in acting on recommenda- 
tions of the Nowland report. Kits of especially 
prepared material go out to all retail jewelers 
the first week in June. 

The promotion, designed to help jewelers 
increase repair business as well as the sale 
of quality watches, will feature free 24-hour 
check-up service. Window and counter dis- 
plays will emphasize that summer heat and 
humidity are hard on watches and “‘now is the 
time to make sure you are protected.” 

Primarily the promotion will give jewelers a 
chance to suggest to customers the need for 
a utility jeweled-lever watch in the low or 
medium price range which will stand up to 
the rigors of summer exposure to water, sand 
and rough wear. The campaign will get trade- 
wide support. 

In August, the new action campaign, based 
on findings of the Nowland report, will get 
underway full force. 











wristwatches. That’s a virgin market of approxi- 
mately 35 million Americans. Other bright spots: 
A tremendous number of young people will be 
buying their first “good watch” in the coming 
decade; a third of the American public is in the 

(please turn to page 76) 
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Use These Diamond Mining 
and Cutting Photographs to 


PROMOTE 
YOUR 
DIAMONDS 


20 photos FREE 


This famous diamond photo set tells the story of diamond 
mining and cutting. 

Twelve pictures on diamond mining now include scenes 
showing new equipment and recovery processes at the new 
Premier Mine. 

Eight pictures on diamond cutting outline the step-by- 
step progress from rough to gem. 

These graphic, on-the-scene photographs can be used in 
window displays, store displays, and as diamond lecture ma- 
terial. They'll help you promote and dramatize your diamonds. 

Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 230 East Sandford Boulevard, 
Mt. Vernon, New York. 


"aaa . 


Tie in with the National Diamond Promotion 
... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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IKE'S 

WATCH 
PICTURES 
GRANDCHILDREN 


WIDE WORLD 


® THIS DOTING GRANDFATHER may be starting a 
new fad for grandpops and other folks, too. On 
the dial of that wristwatch which the President 
is wearing are the faces of his four grandchil- 
dren: Mary Jean 3; Susan 7; Barbara Ann 9; 
David 11. 

We don’t know just how the children’s pictures 
were placed on the dial, because strict White 
House policy forbids release of information about 
the President’s personal possessions. But photo- 
graphic specialists say it can be done in several 
ways. Easiest: Paste tiny snapshots on the dial 
of the watch. More satisfactory: Have pictures 
and dial numerals (drawn by an artist) printed 
on photo foil and reduced to size of dial. Cement 
foil to dial. Estimated cost: around $25. 


Or, the pictures could be printed directly on the 
dial. That would be rather expensive and might 
require the work of a skilled photoengraver. 

Note: Mrs. Eisenhower’s pear! jewelry is worth 
a second look, too. Zan 
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Bahrein, the oil-rich island in the 


Persian Gulf, is the chief source today for 


Pearl BIRTHSTONE FOR JUNE 


by Dr. Frederick H. Pough, Gemological Consultant for JC-K 


@ NO ANCIENT TRADITION associates pearls with 
June. The connection is comparatively recent, 
the result, probably, of association with moon, 
moonlight, satin and brides. Not that pearls don’t 
have many tales and legends wound about them. 
They do! And they are known to have been es- 
teemed by the oldest cultures. 

The early Mound Builders of the Mississippi 
Basin, about whom we know very little, left 
caches of pearls in their structures. The Greeks 
and Romans had legends about the origin of 
pearls, and knew where they formed. Paleontol- 
ogists have described prehistoric pearls—enor- 
mous spherical objects, found in the fossil beds 
of giant oysters. 


Pearls Can “Die” 


A pearl is not a mineral, or at least it is not 
wholly mineral, even though the greater bulk is 
inorganic. It is composed of nacre. Nacre is an 
organic-inorganic mixture of the calcium car- 
bonate mineral, aragonite, in micro-crystals reg- 
ularly arranged in a cartilaginous framework of 
conchiolin. Pearls “die” on burial in the earth or 
on exposure to excessive heat or dryness because 
the organic skeleton breaks down, removing the 
support for the little scaly aragonite crystals 
which lose their arrangement and transparency. 

Nacre is secreted by an organ called the man- 
tle, found in all shell-producing mollusks. Nacre 
varies in appearance with the animal, its color 


depending on the conchiolin; its luster on the size 
of the crystallites of aragonite. Some shell lin- 
ings lack sheen and color. They are just dull sur- 
faces of gray, white, or purple. Other animals 
have shells that are lustrous and colorful—real 
mother-of-pearl in white, pink, blue-green, 
orange or gunmetal gray. Beautiful pearls come 
only from such animals. 

The pearl that we find in an edible oyster has 
no more beauty than the shell that lies beneath 
it. In general, no valuable pearls are found in 
edible oysters or clams. A jeweler might oc- 
casionally be asked to mount a deep purple pearl 
from a chowder quohaug; but these, and the 
pink conch pearls, are about the best of the prod- 
ucts of the edible mollusks, except for the baroque 
abalone pearls. 


Many Shellfish Produce Pearls 


Attractive pearls are produced by quite a num- 
ber of inedible shellfish. The earliest pearls—and 
they are early—are found in antique jewelry and 
adorning church altar pieces. They came from 
fresh water mussels, large clams with pink, iri- 
descent shells, that live in lakes and rivers in 
Europe and America. With the decimation of the 
beds from contamination of river waters, and the 
high cost of labor, gathering of mussels for their 
pearls alone is now wholly dead. A few fine fresh- 
water pearls are still found every year, by-prod- 


ucts of the shell and button industry. Tons of 
(please turn to page 66) 
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THE FLOWER OF PRECIOUS JEWELRY 


> 


Finest quality... exquisitely@esigned . .. syperlatively wrought 


Oscar Heyman ¢ Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


— a 


Necklaces—$1,000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy Rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 








PEARL: BIRTHSTONE FOR JUNE 


(continued ) 


large shells are dredged from the Mississippi 
system for the cutting out of buttons, little 
spheres for Japanese cultured pearls, and other 
mother-of-pearl] objects. In the process a few 
pearls are recovered. Freshwater pearls are us- 
ually pink in color, have a fine iridescence 
(orient), and are very desirable. They were for- 
merly much more common and sought after than 
they are today. Some have been notable. One is 
the 93-grain “Queen Pear!” from northern New 
Jersey that wound up in Europe with the Em- 
press Eugénie. 

Today, salt water pearls are the important 
ones. The chief sources are the Persian Gulf, the 
coast of Northern Australia and neighboring is- 
lands in the South Pacific. Fisheries in the Per- 
sian Gulf center on an island near Bahrein, the 
oil capitol. Fishing fleets go out for a month or 
two each Spring to work over a definite strip, 
approximitely one sixth of the circumference of 
the island. In six years they make the circuit 
and start over again. In those six years, the pearl 
oyster of those waters, a relatively small and 
thin-shelled animal by contrast with those of the 
Pacific, has had time to grow to maturity, several 
inches across. In that time it could raise a pearl 
of salable size. 

Large pearls are no longer in great demand. 
India used to be the market for large pearls, but 
Maharajahs are no longer the good customers 
they once were. The most salable sizes are pro- 
duced in the six-year interval. The pearl-per- 
oyster yield appears to be surprisingly high; but 
one demands many things of a pearl and the per- 
_ centage of fine and usable pearls is low. 


Symmetry Important 


What does one demand of a pearl? First, per- 
fect symmetry, whatever the shape may be— 
spherical, pear-shaped or button. Equally im- 
portant is the appearance of the surface: fine 
color (or white), strong iridescence, high luster, 
and complete freedom from cracks, pits, or dull 
spots. Lastly, it must be matched with others of 
its quality so that it can be used in a graduated 
or uniform strand. It is not easy to satisfy all of 
these requirements, which explains why a 
matched necklace is more costly than the total of 
its individual pearls. It may take years to com- 
plete a fine necklace. Dealers who are working 
on several strands keep their needs in mind and 
are on the lookout, year after year, for just the 
right one or two that they need to fill out the 


gaps in the necklaces on which they have been 
working. 

Irregular pearls are known as baroque pearls; 
pointed, elongated pearls may be called wing or 
hinge pearls, for they form near the hinge. They 
cost little. To use them requires so much in- 
genuity and skill of the craftsman that, little can 
be paid for the material. Ancient jewels, objects 
made perhaps in Cellini’s time, used such baro- 
ques to form the body of a man or some animal, 
with metal to complete the resemblance and in 
which to set other gems. Illustrations of such ob- 
jects will be found in books on the history of 
jewelry. 

Cultured pearls are so well known that we 
can dismiss them with a few words (see May, ’59 
JC-K). During the war, the Japanese industry 
suffered from a lack of manpower and metals 
for the cages in which the oysters are reared. The 
shortage is over now, and the industry is produc- 
ing, at an unequalled rate, about all that the 
market can absorb. Prices have fallen drastically 
from their post-war high. Quality has fallen too, 
from that of the early days, as thin-nacred 
mother-of-pearl beads were too quickly harvested 
in order to take advantage of the high prices 
immediately following the war. Now, the Jap- 
anese industry is trying to maintain the hard- 
won acceptance for cultured pearls. They made 
great to-do of the destruction of thousands of 
pearls of low quality to prevent their appearance 
on the market. (Unfortunately, due to inept 
phrasing of publicity releases, an impression was 
created that good pearls were being destroyed to 
keep the prices up.) Judging by some of the 
bumpy, mottled strands one sees from time to 
time, not enough were tossed in the sea, or else 
they washed up on shore again! 


Sold by Weight 


Pearls are sold both by weight and by size. In 
cultured pearls one talks of millimeter diameters: 
5 mm, 6 mm, 7 mm, and so on. The weight be- 
comes important only in larger pearls. Four 
grains equal one carat; a four-grain pearl weighs 
200 milligrams, or one carat. Diamond people 
talk of grains too; though stones may vary a 
point or two in weight, a four-grainer is about a 
carat, a three-grainer is about 3%, of a carat. 

Among other natural pearls are the pink and 
lustrous (but wholly lacking in orient) pearls of 
the Caribbean conch; the invariably baroquish, 
but very colorful, pearls of the abalone of the 

(please turn to page 71) 
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Why Pearls Deserve Loving Care 


Your customers will welcome this advice 
to preserve the beauty of their pearls 


@ HERE, FROM DAYS OF YORE, is a formula for re- 
storing luster to pearls: 

Feed the faded pear! to a chicken, taking care 
it doesn’t scratch it with its beak. After two 
hours, kill chicken and remove pearl. 

The best that you can expect from this work 
is fried chicken for supper. But the old wives’ 
tale points out the problem: The luster of a pearl 
does not last forever. 

Kokichi Mikimoto, father of the cultured pear] 
process, put it more romantically when he said: 
*‘As with women, the beauty of pearls fades with 
time.” But, with the proper handling and the 
tender care it deserves, a pearl will retain its 
shimmering loveliness for generations. 


Cleaning 


A pear! is at the height of its perfection when 
it is taken from its shell. No amount of rubbing 
or polishing can deepen its beauty. Pearls, in 
_jact, should not be polished. Here is the proper 
method of cleaning pearls: 

First rub gently with a soft cloth or handker- 
chief dipped in alcohol diluted with warm (not 
hot) water or in a weak solution of soap and 
water. Then; with another soft cloth dipped in 
clean water, rub lightly until they are dry. Be 
careful not to leave them wet. If the layers of 
nacre absorb excessive moisture, accompanied 
perhaps by dirt and impurities, the color of the 
pearl may be affected. 

Pearls should be treated gently at all times. As 
one old-time authority wrote: “If... pearls are 
worn in the bath, if they are thrown on a dress- 
ing-table, dropped on the floor, or otherwise ill- 
treated, if they are worn on dusty automobile 
rides, in bicycle riding, or during other gymnastic 
or violent exercise, it is inevitable that their sides 
will rub together and wear one another away.” 


In the Jewel Box 

Pearls’ relative softness is the reason, of 
course. Pearls are 3.5 to 4 on the Mohs scale. 
The sceleroscope—an instrument which estimates 
scratch hardness—rates pear] at 58 to 64, com- 


pared to 178 for quartz; 304 for spinel and 667 
for ruby or sapphire. Thus, because they are 
softer than other gems (except coral and amber), 
pearls should be kept in a separate compartment 
of the jewel box to prevent harder stones from 
scratching them. 


Proper Storage 

As one might suspect from their watery origin, 
pearls contain moisture. Specifically, pearl nacre 
is composed of aragonite (a calcium carbonate 
substance), conchiolin (an albuminoid, or pro- 
tein-like substance) and water. Thus, during pro- 
longed storage in an air-tight jewel box or safe- 
deposit box, the water in the pearl may evaporate, 
resulting perhaps in diminished luster. If pearls 
are to be stored for any length of time in a dry 
place, follow this procedure: Wrap them in a 
piece of cloth or linen free of impurities or chemi- 
cals. Moisten a few pieces of blotting paper and 
wrap them in wax paper with the bundled pearls. 
The moisture will prevent the pearls from drying. 


Re-stringing 

Depending on how often it is worn, a pearl 
necklace should be restrung every three, six or 
twelve months. Generally, a stretching of the 
thread, so that spaces show between pearls or 
at either end, is a tell-tale indication that the 
necklace should be restrung. 

Pear! stringing is an art that requires preci- 
sion and delicacy. Undyed silk of the highest 
purity, strength and texture is used and a knot 
is tied between each pearl to keep them from 
rubbing against each other. While much use will 
require frequent restringing, infrequent use may 
cause the silk thread to molder. 


Vinegar, Wine, Perfume 


Acid is another enemy of pearls. Pearls, there- 
fore, should never be cleaned with acid and should 
also be kept from perfumes that contain acid. 

And one final warning: Don’t try to do a 
Cleopatra act with pearls. It won’t work. Al- 
though, in a burst of extravagance before Mark 
Antony, the Egyptian queen is supposed to 
have dissolved a pearl in wine and swallowed it, 
a recent experiment showed that it takes about 


two weeks for a pear] to dissolve in Chianti. 
& 8 & 
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The most wanted name mn cultured pearls 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It's Imperial ... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pearl that is constantly publicized and advertised. It's Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the worid’s finest cultured pearis 
NEW YORK: 681 Fifth Ave. « CHICAGO: 5 N. Wabash Ave. * DETROIT: 914 Michigan Theater Bidg. + LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. + TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 
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PEARL: BIRTHSTONE FOR JUNE 
(concluded from page 66) 


Pacific Coast; the pinna pearls, darker and color- 
ful, fished occasionally in Mexican waters. Vene- 
zuelan pearls are small, colorful and, often, very 
attractive. 

For truly inexpensive pearly jewelry we have 
the coated beads of glass sold as “simulated 
pearls.” They are covered with a layer of pearly 
material extracted from herring scales, known 
as “essence d’orient.” 


Cure for Insanity? 

Many legends have sprung up about pearls. 
The Romans were familiar with oysters that at- 
tached themselves to roots of plants where they 
were exposed at low-tide. Somehow they got the 
notion that the pearls they found were solidified 
drops of dew that fell into open shells while they 
were above the water. The Hindus have legends 
that pearls came from many animals; but they 
didn’t question that the best and most beautiful 
ones came from oysters. The Chinese thought till 
recently (some may still) that pearls had thera- 
peutic value. Many small, ill-shaped pearls, not 
salable for jewelry, were ground to dust for use 
as medicine. The Arabs and the Persians valued 


pearls as a cure for insanity and various other 
ills. 

bearls are relatively fragile (aragonite being 
about like marble in hardness, only 3 on the Mohs 
scale) and people should be cautioned about car- 
ing for them. A fine necklace should be carefully 
wiped with a soft tissue after each wearing, to 
remove any perspiration salts. Cultured pearls 
need the same attention. When worn as ring 
stones, great care should be taken not to scratch 
them. They should never be carelessly tossed into 
a jewel box with other stones. 

Imitation pearls tend to darken and discolor 
in time. A perfume-based face make-up is espe- 
cially hard on them and will take the shine right 
off. Caution the ladies not to put on their 


necklaces till their makeup has completely 
dried. Zee 





A Pouching Incident? 


In 1889, a hunter, tracking a wounded kanga- 
roo in New South Wales, Australia, picked up an 
attractively colored stone—which was identified 
as opal. Except for this accident, the extensive 
White Cliffs opal deposits might have lain hidden 
jor decades, so dismal and forbidding is this 
waterless district. 
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Star Sapphires 

Star Rubies 

Sapphires 

Emeralds 

Cat's Eyes jewels: which 


We are always interested in purchasing estates — or 
ich your customers submit to you for sale. 


y 
in 9 Vee 


We have a large 
stock of Precious - 
wh iolal-e Maalel fali-te Ml clale 
unmounted from 
which to make your 
selection. Let us 
cooperate with you 
on your special 
calls 


JEROME RICHHEIMER 
Bs, 


608 Filth Avenue 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 


Phone Circle 55673 


New York 20.N. Y. 





Sales assured with...newl 


Instant Coffee Jar and Spoon 
Set. Reg. price will be $5.00. 
NOW $2.95 gift boxed. 


eee ee ee 08 @@ 


26-pe. Service for 4. 
$39.88 gift boxed. 


52-pe. Service for 8. $79.75 
gift boxed. 52-pc. Service for 8. 
$89.75 with chest. 


Salt & Pepper Set, glass lined, $11.00 set. 
Reg 


1847 ROGERS BROS. price will be NOW $5.98 gift boxed, 


America’s Finest Silverplate All prices noted less 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY your usual discount 
OUR MOTTO "THE FINEST IN SILVER. CLOCKS AND APPLIANCES" 


Boas SONS, L td. Serving the Retail 
ae Sees Vupnys Formerly Boas Fdtenahi éx i, ae Jeweler Since 1890 


Included With Order. 
WHOLESALE JEWELERS -« WATCH IMPORTERS 
55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 








A BOMBSHELL BEST-SELLER RIGHT FROM THE FIRST... 
kt Be OF COMPETITION-SHATTERING FEATURES AND VALUE! 


. NEOCA3H 


@& WITH F3.5... COATED, COLOR CORRECTED LENS 
y Phenomenal, Competitive Sales-Appeal At 4 a_ Zsa 
..... & Sensationally Low, Low Retail Price of 


_ Genuine Leather Case Bright with Chrome Trim Only $4.95 Retail 
All This Plus FANTASTIC, NEVER BEFORE, PROFIT MARK-UP FOR YOU 
© LUMINOUS FRAME FINDER! © 5 Shutter Speeds up to 1/300 sec. 


® One-Stroke Rapid Wind Lever ® Rapid Rewind Crank 
® Automatic Double-Exposure Prevention ® Automatic Self-Returning Counter 


—_aeawteswe ee ew eee ae ae ae = 


+ . 
Extensive National 
°* *¢ 
oe a Advertising 
Retaile 2 ae 
pe | ! Scheduled 
Also Valve Priced for Competitive Promotion At A Big Profit Mark-Up. Chrome Trimmed —= , 
Genuine Leather Case Extra. Boasts MANY MANY New Features Plus COUPLED 3 , For 1959...Also Ready- 
RANGE FINDER, ULTRA-SHARP F2.8 LENS, 10 SHUTTER SPEEDS UP TO 1. 400th SECOND ~~ to-Use, Powerful, 
Traffic-Getter MATS 
and Other Dealer-Aid 
Don't Lose Any Time... Sole U. S. Distributors 1 
Selling Helps. 


Don't Lose Extra Sales... SH i RO, : 276 Fourth Avenue, New York 10, N. Y 
Call, Wire or Write nc. 215 West Fifth St., Los Angeles 13, Calif 
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WHOLESALE JEWELERS’ IMPORTANCE 


(continued from page 53) 


“Handy to contact if I need anything. I can 
buy the quantity I want—one or more. Service 
is faster.” 

“Generally, when you buy direct you buy too 
much and only see the line once. From whole- 
salers you see the lines more often and keep up 
to date more easily.” 

“As a rule, we get better service and adjust- 
ments. Salesmen call on us more often.” 

“They handle so many things that a small deal- 
er like me has more to choose from.” 

*‘The local selection is there and you don’t have 
to purchase a particular quantity.” 

“If I bought direct, my bookkeeping would in- 
crease, and too many salesmen would use up my 
time.”’ 

“We like the attention and consideration they 
give us. They have stock on hand. They are here 
and not a thousand miles away.” 

“Their interest in you is greater. A wholesaler 
is much more cooperative.” 

“They give better credit terms, are more ac- 
commodating, and have more lines to choose 
from.” 

“Qne source of supply for a number of items. 





You don’t have to go so far. It’s quicker.” 
“You don’t have to buy deals. You can buy in 
smaller quantities, and get better, faster service.” 


Answers from large stores: 


“We prefer to buy from wholesalers when the 
price is right. We don’t have to carry so large 
an inventory and we get faster delivery.” 

“It’s easier buying from wholesalers and you 
get better service.” 

“We are buying less from wholesalers because 
more manufacturers have gone direct. But we 
prefer wholesalers because you don’t have to buy 
so much and exchanges are easily made.” 

“You don’t have to stock a lot of merchandise 
and you get faster delivery.” 

“Their salesmen come to the store; that’s much 
better than your hunting up sources for direct 
buying.” 


Recap of why many jewelers prefer to buy 
from wholesalers: Opportunity to operate with a 
smaller inventory, by buying often and in small 
quanities, is. the stand-out reason. Other reasons: 
Easier credit, more convenience, faster delivery 
and exchange of imperfect stock, less time spent 
in bookkeeping and buying, and the belief that 
“wholesalers are more interested in you.” @8E 











Originally established 1866 


Kahn- Jacobson, |[nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone: ClIrele 56-4313 
82/34 Holborn Viaduct, Lendon 
Cable Address: ‘‘Redlace”’ New York 
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Knights of 
Columbus 


RINGS 


3rd and 4th Degree 


An unusually complete 
assortment — handsome 
K of C rings in 14K and 
10K yellow gold, some 
with diamonds. The il- 
lustration shows just a 
small part of the exten- 
sive Wefferling, Berry 


line. 


Wrerrertince WBerry & co. Sine Cnllematic Jewelry 


MENMBER AMERICAN GEM society 8S ROSE STREET, NEWARK 8, N. J. 


NEW DISCOVERY, 
Pome Pat. rae y Since 1890...the World's 
Y, Y Largest Selections of 


TIMERS 4 Jp 


have been 
offered by 


[GALLET TIMERS: 
RACINE fee 


CHRONOGRAPHS J 4 


( THROUGH YOUR WHOLESALER } 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 


PLASTIC Chronographs for Every 

IN ALL COLORS. Sport and Technical Use 
neal 

PLAIN or PRINT JULES RACINE & COMPANY, INC. 


Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, WJ. 


WEST 47th STREET, NEW YORK 36 WN Y 
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CAMERA BUILDS RECORDS 
—AND TRAFFIC 


® Recently an investigator for an insurance com- 
pany called Joe Lewis of Levit’s Jewelers, Hous- 
ton. “I understand,” he said, “that you have a 
picture of a diamond ring belonging to Mrs. 


Mr. Lewis checked his photo files, and sent the 
investigator the picture—which was duplicated 
for pawn shops and city detectives. The ring was 
recovered—largely because of the photograph 
Joe Lewis had taken four months before. 

This is one dramatic use served by Levit’s 
policy of taking pictures of valuable jewelry; but 
not its main purpose. The store started taking 
pictures of diamonds and other valuable items 
as a safety measure when such merchandise was 
sent from one Levit store to another. “A close-up 
photograph is always more positive identification 
than mere words.” 

The camera is frequently used, also, when cus- 
tomers ask for appraisals of their jewelry, usu- 
ally for establishing an insurance value. Ap- 
praisals are offered without charge to all cus- 








tomers; and the store feels that photographs add 
to the impressiveness of that service. 

Furthermore, photos are the perfect check- 
record when a prospective customer wants to take 
several pieces of jewelry home for final selection. 
In some cases, the customer is given the photo- 
graphs to mull over rather than the items them- 
selves. 





So > ; , a 
j ee < 
Je ~S - 


Levit’s camera —a Polaroid Copymaker — is 
indirectly a traffic-builder, the management be- 


lieves. Certainly it’s invaluable as a _ record- 
Sasa 
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Over 35 Years of Service to Leading Jewelers 


Rubies, Star Rubies 
Sapphires, Star Sapphiree 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design ... 


DV til KbtSO0, GO: 


Pr riry riy FB OIM) ine yverd 


O10 EIFTHE AVENUI Rockefeller Cente 


New York 7() New York 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
i113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











RING OF THE MONTH 


r 


ear os 4 
4 ‘ ” 
7, VV Pride Fog 4 V bhi A¢ 


WEST 46th ST. © NEW YORK 36. N. Y 


Goidstein- Gerson co.inc. 





THE JEWELED-LEVER WATCH MARKET 
(continued from page 60) 


market for replacements. These people are wear- 
ing watches at least ten years old. 


The study shows that most people have a strong, 
innate sense of quality and are willing to pay for 
a quality watch—if the factors of quality can be 
convincingly demonstrated to them. 


Especially satisfactory was the finding that the 
consumer, for the most part, regards retail jewel- 
ers with good will. When asked to compare the 
jewelry store with the discount house and depart- 
ment store, 90 per cent said: “You can depend 
on the jeweler’s advice.” Well over half picked 
the jewelry store as having the most courteous 
sales people; largest selection of brands; most 
likely to warrant confidence and stand behind its 
merchandise. 


Jewelers ‘High-Priced’, Public Believes 


On the debit side, however, was the feeling that 
the jeweler “carries the most expensive brands” 
and “gets a higher markup.” Eighty per cent of 
the consumer group interviewed agreed that 
“jewelers have a reputation for being high- 
priced.” 

Says the Nowland report: “Only when jewelers 
begin to systematically work against their reputa- 
tion for being higher priced can the many posi- 
tive factors in the market be expected to work for 
them.” 


To accomplish this, the retailer must first un- 
derstand his potential market which, the Nowland 
research finds, is divided into three major groups: 
Consumers attracted primarily by quality appeals 
(43 per cent of total potential consumers) ; those 
who react to low price appeals exclusively (12 per 
cent); and those who are primarily price con- 
scious, but potentially open to quality appeals (45 
per cent). 

Economic status doesn’t define these groups. 
People with low incomes frequently were found 
in the “quality appeals” bracket and people with 
high incomes were found among those who re- 
sponded only to price appeals. 


There is nothing static about this division. Con- 
sumers now in the middle group, especially, could 
easily shift dramatically in either direction. Ap- 
parently they are somewhat disposed toward the 
“quality watch” group since almost 90 per cent 
of those interviewed made such statements as: 
“Today it is important for a man or woman to 
own a good watch” and “I want my watch to be 
something I can be proud of.” 

Once the jeweled - lever industry understands 
exactly what’s wrong with the quality watch mar- 
ket and why it’s worthwhile to put effort into 
correcting the diseases, manufacturers, whole- 
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salers and retailers can go full steam ahead with 
remedial measures. The report makes five sug- 
gestions: 


The first step must be to clarify the question 
of quality. 

The survey disclosed that the consumer judges 
quality by the following (listed in order of their 
importance to the consumer) : 

Brand name; reputation for trouble-free opera- 
tion; reputation for accuracy; number of jewels; 
expected life of watch; styling, and recommenda- 
tion of the jeweler. 

Those findings can help the industry promote 
quality. The jeweler should back products with 
well-known brand names—and carefully review 
the advertising claims, styling, and other policies 
of the brand he backs. 


The industry must influence buying away from 
other products and back to jeweled-lever watches. 

There is very high potential interest in watches ; 
yet the jeweled-lever industry has failed to stimu- 
late the interest correctly. To start with, it hasn’t 
appreciated sufficiently that the consumer makes 
two separate decisions in buying a watch: 1. 
whether to buy a watch—or a camera, or a wallet, 
or a toaster, or any one of a hundred other com- 
peting products. 2. Which watch he will buy and 
where he will buy it. 

At present, there’s over-concentration on the 
second decision and almost complete neglect of the 
first. 

Also, the wrong motive—the outmoded motive 
of prestige—has been used in appealing to the 
consumer’s subconscious motivation. The industry 
needs to direct its appeals to the new motives: 

1. The motive of intimate personal possession. 
Research reveals that consumers today feel an 
intense personal relationship to watches. Re- 
peatedly, interviewers heard such comments as: 
“I feel naked when I have forgotten to wear my 
watch.” “You feel self-confident in knowing that 
you wear a really fine watch.” 

2. The self-expression motive. A man’s watch 
helps give him identity—defines the way he dif- 
fers from other people. That’s the same motive 
that prompts a man to buy a Thunderbird car, a 
Bronzini tie, a Leica camera. “I like a watch that’s 
different, that you don’t see on everybody’s wrist,” 
was heard frequently during the survey. And “I 
feel that a watch fits into the personality of the 
individual and his mode of dress.” 

3. The “marking the milestones of life’ motive. 

Selling to the gift market, heretofore, has been 
rigid and stereotyped, limited primarily to Christ- 
mas selling and some effort toward school gradua- 
tion. 

Yet, one of the strongest motives in the pur- 
chase of watches for gift purposes is to mark 
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For someone very special 
Strikingly feminine, this 
radiant Linde Star Sapphire 
is gently clasped in an exquisite 
setting of 14K white gold, 
high-lighted with clusters 
of tiny diamonds. From 


F. & F. Felger, inc. 


alelalcumoer 


LINDE 


‘Linde’ Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 
they match the perfection 


of natural star gems. 


CHARLES F. WINSON 


S580 FIFTH AVENUE. NEW YORK 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Alsan Mfg. Co. 


1 
f 
: 
J. 


Beckerman & qe 


Botell Ring Ce., ine. 





L. Brandt Ce. 
Briste! Seamless 
Ring Corp. 
Ceronet Jewelers 
ta & Sens Jjiry. Ce. 


D’Esposite Bro 

E. S. Feinstein “ Ce. 

Flyer Brothers 

wee & Ben Frackman, 
ne. 

Gevertz & Co., Ine. 
G Ce 


H. Glaser Ce. 
Goldstein-Gerson Co. 
Green & Co., Jirs., Ine. 
Benjamin a Edw ard j. 
Gross ine 


Harry Guise, Ine. 

H. Hamburger Co., Ine, 
Haven Ring Co. 

irvring Co. 

8. Jelletsky & Sons, tne. 
Kahn & C 


Morris i and Sons 
ag tg ~~ —— 
K. 8. Jiry. Co., Ine. 
anaes Ring Corp. 
Perkel & Klein, Ine. 
Aaron Perkis 
Samuel Platzer Co., |! 

& MM.) 


David Sarkin, ine. 
William Sehnelder 
Schuman & Donehi, Ine. 


itzer Bros. 
Skalet Mfg. Co., Ine. 
Wax & Skoinik, Ine. 
J. R. Weed & Sons, Ine. 


BUFFALO, WN. Y. 


The Boeck-Lewis Co. 
. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
ds Cain & Co., Ine. 

art Ring Co., ‘Ine. 
tHiveeh and Oppenhel mer 
sat wna 
Fred Selt Co., Ine. 
Stein & ‘ieee Ce. 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louls Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Ce. 


ST. LOUIS. MO. 
Kinsley & Sons, tne. 


OHIO 
Fratianne Mfg. Ce. 
1. B. Goodman Mfg. Ce. 


ine. 
Swirsky Bros., Ine. 
The Vietor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Ce. 


PROVIDENCE, R. |. 
Dolan & Bulloek Ce., Ine. 


NEW JERSEY 
Acme Ay A By » tne. 
Chure m pany 

& F. Felger, ine. 
Jabel Ring Mis Ce., Ine. 
Jones & Woodland Ce., Ine. 
Larter & Sons, Ine. 


WORLDWIDE DISTRIBUTORS 


COLUMBUS 5-2656 


* ‘Linde’ is a registered trademark of Union Carbide Corp. 








This unusual assortment — 
of nautical charms provides you with a _ 


valuable source of extra profits during the 
boating and racing season. Available in 
either Sterling or 14 Kt. Gold, these pop- 
ular and attractive nautical motifs will 
score a hit with the sporting crowd. Order 
now through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 











ONLY THE LUCKY 
PEOPLE 
GET AHEAD 


How many times have you heard that? Many 
of us make the common mistake of using the 
word "luck" instead of the more accurate one, 
“clever.” 


There IS one sure way to get what you want. 
And from what we've seen, it works every time. 
This is the simple procedure you must follow. 
When you want to get a new job, hire some- 
body, sell something like watch repairing, 
jewelry repairing, engraving or perhaps auc- 
tioneering or sales promoting—here's what 
to do: 


|. Turn to page 126 in this issue. 


2. Decide under what heading you 
wish your ad placed. 


. Write your ad in the order blank 
provided and send it along with 
check or money order. 


Then sit back and wait for the answers to come 
in. Simple?—yes; effective?—you bet. 











momentous occasions—special accomplishments, 
changes in status, etc. 

All these motives interact to influence pur- 
chases—and, of prime importance, they reflect 
the attitudes of today’s potential market. It is 
those motives, then, which can be used in adver- 
tising and merchandising, at all levels of the 
industry and in an infinite variety of ways, to 
create a stronger consciousness of a watch as a 
gift and for self purchase, preferable to all other 
competing possibilities. 


The jeweled-lever industry should take steps 
to fill a dangerous, price vacuum which exists in 
the watch market. 

The jeweled-lever market in the United States 
is not one, but many markets. According to the 
Elgin study of 1957, the market for watches $50 
and above has showed marked increase; the mar- 
ket for watches under $15 has showed a corre- 
sponding increase. Only one market—that priced 
between $15 and $30—had declined; and seriously. 

The Nowland survey concludes, therefore, that 
here is the “vacuum” through which the jeweled- 
lever industry can combat encroachment of pin- 
lever watches. There is need for a quality watch 
in the $15 to $30 area. 

To test their point, interviewers showed each 
interviewee two identical watches. One, they were 
told, retailed at $14.95; the other at $29.95. The 
more expensive watch, it was explained, had 
superior construction. When asked to make a 
choice, they picked the $29.95 watch five to one. 

To win public confidence, says the report, a low 
cost quality watch must be backed by brand name 
companies and advertised widely. The report 
sees no reason why the same company shouldn’t 
offer basic quality watches in the $15 to $30 
grades as well as watches priced $50 and up. Once 
the consumer is led to set up a basis of “realistic 
expectations,” he will understand that the $29.95 
watch is one of ordinary good quality. If he 
wants additional features, he must expect to pay 
more. The most destructive factor in selling $75 
watches is the consumer belief that he can get a 
good watch for $15. 

The profit on a $30 watch is, obviously, less 
attractive than the profit from a $65 watch. The 
industry would have to change its attitudes toward 
traditional markup if this vacuum is to be filled 
by the jeweled-lever industry. The report points 
out, however, that proper use of a basic quality 
jeweled-lever watch could very rapidly increase 
the turnover at all levels of the industry and bring 
the jeweler much needed consumer traffic. 


Watch styling needs revision to meet market 
demands. 

A study of consumer preferences in styling 
brought significant results. An overwhelming 
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proportion registered preferences for styles which 
they felt were “clean and simple” or “traditional 
and conservative.” This is a decided departure 
from consumer tastes of a decade ago. Contrary 
to the impression of jewelers and importers (de- 
rived from interviews with them), ““rich, expen- 
sive styling” and “unusual styling’ ranked ex- 
tremely low. This indicates a need for much more 
careful research on design preferences of today’s 
public; particularly since the styling of a watch 
is related to the “self-expression” motive in buy- 
ing. 


A fresh approach to selling a “second watch” 
is indicated. 

In the past, distributors and jewelers have tried 
to open a “second watch” market by promoting 
watches for dress purposes, special functions or 
for sports. But the demand has been small. 

There is, however, a very large “‘second watch” 
market—for working men who don’t want to 
risk damage to a good watch on the job. 

To capitalize on this market, the second watch 
should be presented as capable of standing up to 
punishment, with clear visibility and clean simple 
design. It should receive vigorous promotion by 
brand name distributors. 

The report does not pretend to offer all the 
answers on how to cure ailments of the jeweled- 
lever watch industry. It points out that its find- 
ings are just the basis from which a continuous 
plan of action is being evolved. Zes 





Baby-block window sells baby gifts 


ib Holders 
" a | nl q 


This clever display did such a good job for the 
F. D. Fogg Jewelry Co., Albuquerque, N. M., it 
will probably be used repeatedly again. 

The bright-colored blocks, which appear to be 
in danger of toppling to the right, are held firm 
by a concealed wooden rod. Other smaller blocks, 
together with suggested gifts, are scattered on 
the window floor. The “baby” himself is a cut-out. 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 


“Pearls of Wisdom” 
“Orienta”™ 
Cultured Pearl 
Pendants 
Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nesses S?., New York 








JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


Complete Manufacturing 


and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 


RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 


DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex « Duchess 
LeStage + CeeTee 
Deltah + Sea Gem 
Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 








——_ 


# “Our Dealers 
Welcome 


Advertising in 
House Beautiful ” 
says syracuse China 


William R. Salisbury, Manager of Syracuse Now is the time to sell to House Beautiful’s highly 
China’s Dinnerware Division writes: selective audience of 730,000 better-income families 
“Ours is a double barreled reason for using (Average: $15,715). In themselves, these families are 
HOUSE BEAUTIFUL. First, we know we an incredibly responsive market. But they also repre- 
reach a highly selective and responsive mar- sent leader influence—the kind of influence that sets 
ket of fashion and home-minded people taste trends and buying attitudes for the rest of the 
keenly interested in their homes and sur- country. 

roundines. Secondly, we know our dealers 
recognize that fact and welcome our adver- 
tising in the magazine. 

“Needless to say we are more than pleased 
with our results. We consider HOUSE 
BEAUTIFUL an important showcase for Sells Both Sides of the Counter 


Syracuse both to the consumer and to the 
trade,” . 
& / / /@/ / 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N.Y. 


Can your products use this taste-leader vitality that 
produces sales at once — and once sold, influences 
millions? 
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‘Table top 


All-purpose cocktail set comes in handmade 
Kosta crystal from Sweden; shaker retails for $15; 
mixer and stirrer $10; glass $2.50. From the 


Ebeling & Reuss Co. of Philadelphia. 


“Noel” is a gay pattern in Pasco china by 
Tirschenreuth; 5-pe. setting $8 retail; 17 new 
accessory items ready for delivery on July 1. 


From Paul A. Straub & Co.. Inc. of New York. 


Undecorated white bone china from England is 
made with either rimmed or coupe plates; five- 
piece place setting retails for $13.75. From Josiah 


Wedgwood & Sons, Inc. of New York. 
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“Grecian Gold” is pattern in new line of 
“Inheritance” fine china; 5-pe. setting retails for 
$9.95. Limited distribution until fall. Produced 
by Iroquois China Co., Syracuse, N. Y. 


“Country Carousel” is one of five new patterns 
in Town and Country line of Lenoxware; 16-pe. 
set retails for $22.95; 45-pc. for $69.95. By Lenox 


Plastics, Inc., St. Louis. 


Blue and gray stylized medallions make up “Del 
Mar” pattern in Franciscan Family china; 5-pe. 
setting may be retailed for $9.95. By Gladding, 


McBean & Co. of Los Angeles, Calif. 





1959 surveys again prove 
customers prefer Fostoria 
at least 2 to 1 over 





any other crystal! 
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HOMEMAKERS 
polled by Living pick: 
FOSTORIA... 23.0% 
Brand D.... 13.3% 
BrandB.... 13.0% 
Brand A.... 11.4% 


... stock patterns proportionately 
for your share of crystal profits 


For the third straight year, nationwide independent 
studies by Seventeen and Living for Young Home- 
makers prove Fostoria is first choice of your potential 
customers. Get your share of the crystal market 
by stocking Fostoria patterns proportionately to 


Fine crystal with Fashion Flair... 


customer preference. That way you’re sure of having 
the crystal most wanted by customers... you'll 
turn more shoppers into buyers. Talk it over 
with your representative, or write Fostoria Glass 
Company, Moundsville, West Virginia. 


- 


frostoria é : 
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“Dorette” pattern in Franconia china from 
Bavaria is white with gold bands; 5-pc. setting 
$13 retail. Companion Crystal stemware retails at 
$2 each. From Herman C. Kupper, Inc., New 


York. 


“Westminster”—pattern of hand-cut mitres on 
Embassy shape in stemware—may be retailed for 
$5.25 each; 8” plate to match, retails at $5.75. By 
Fostoria Glass Co. of Moundsville, W. Va. 


Hostess set in white Spode Imperial consists 
of 10” plate with recess for teacup. The sets may 
be retailed for $42 a dozen. Distributed by Cope- 
land & Thompson, Inc. of New York. 
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fashions 


New “Melanie” pattern in Baronet china from 
Bavaria has shoulder decoration in green and 
gold; 5-piece place setting retails at $8.95. From 


Fisher, Bruce & Co. of Philadelphia. 


Two from new series of six character jugs in 
English earthware are “Bacchus” and “Viking.” 
Large size retails for $12.50; small $6. From 


Doulton & Co.. Inc. of New York. 


Tea and coffee set in hand-crafted English 
sterling silver has African ivory handles and 
knobs; four-piece set may be retailed at $5138. 
From Viners of Sheffield, Inc. of New York. 





Rich in tradition... 
Rich in profits... 


New bone china patterns: top left, Strasbourg, $35.00 a five-piece piace setting; top 
right, Glen Auldyn, $18.95; bottom, Richelieu, $29.95; new figurine, “Pirouette,” $25 


Roval Doulton 


Look to the leader—Royal Doulton—for superiority in de- 
sign, advertising, promotion and publicity. The first English 
china company to design for the American market . . . Royal 
Doulton proudly introduces three exquisite new bone china 
patterns, shown above, as well as an important new grouping 
of figurines and character jugs . . . all with tremendous profit 
potential for you. And supporting all this is Royal Doulton’s 
excellent delivery service! TIE IN with Royal Doulton’s na- 
tional advertising in House & Garpen, House BEautTiFUL, 
Tue New YORKER, MADEMOISELLE, SEVENTEEN, Bripe’s, HoLt- 
pay, Town anp*Country. DOULTON AND CO., Inc., 
1] East 26th Street, New York 10, N. Y. 


Looking forward to seeing you 
at the following Gift Shows this summer— 


New York Market Week, July 6-10 
at home in the Royal Doulton Showrooms, New York 


Atianta, July 19-22 Chicago, August 2-13 
Henry Grady Hotel Palmer House, Room 636 


Los Angeles, July 26-31 New York, August 23-28 
Biltmore Hotel, Room 3200 Trade Show Building, Room 544 


Dallas, September 6-10, Baker Hotel, The Lounge 








Dinnerware. 
Glassware 


& Gitts 


by MADELINE LOVE 


HOUSANDS OF LOW-PRICED “pre-fab’” homes 

will be built in the next two years. Which 

means that thousands of families will be 
leaving rented apartments to move into homes 
of their own. 

What has this to do with you? 

Perhaps nothing; perhaps a lot, depending on 
the size of the housing development that’s built 
in your community. Because everyone of these 
new home-owners will want—even need—a 
change of scene on the dining table and in the 
field of accessories. What was good enough for 
the old home looks all wrong in the new one. Only 
the slightest prodding will be necessary to get 
these householders into the mood for buying new 
tableware, and living room accessories. 

Will you be the prodder? Or will you leave it 
to the department store or the specialty shop? 
Someone is going to get these people interested 
in replacing their outworn dishes and glasses 
with sparkling new patterns. 

It might as well be you. 


ROQUOIS CHINA CO. of Syracuse, N. Y., staged a 

three-day series of showings at the Hotel War- 
wick, New York, in late April to introduce its 
new line of fine china called “Inheritance.” 

Designed by Ben Seibel the china is contempo- 
‘ary with overtones of traditional. In addition 
to the usual place settings, the line includes a 
divided vegetable dish, salad bowl, teaset and co- 
ordinated accessories. “Inheritance” is made in 
plain white, with gold or silver bands, or with a 
series of five decorations. It will retail from 
$7.95 to $10.95 for the place setting and is 
available on only a limited basis until fall. 


ILLIAM J. CAREY, president of Doulton & Co., 

Inc., has been re-elected president of the 
China, Glass and Pottery Association of Ameri- 
ca, Inc. Also re-elected are Theodore L. Daniels, 
D. Knight Mirrielees, and R. Matsushita, vice 
presidents ; and Walter Nelsen, secretary. Newly- 
elected treasurer is Charles H. Schumacher, Jr. 
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January— February— March— April— 
Carnation Violet Daffodil 


Sweet Pea 


May— July— 
Lily of the Valley Warer Lily 


August— 
P 


now 
y 


September— October— November— December— 
Aster Chrysanthemum Holly 


“Birthday Flowers” 


In “TUSCAN” FINE ENGLISH BONE CHINA 


Perennial favorites that 


Cosmos 


sell stead >) 
collection features handsome nina teacups ana 
lighted in coin gold. The gracetul lin ae lomathemerterer 

are a hallmark of “TUSCAN” artistry. The month and flow 
saucer, and: both cups and saucers bear the famous “TUS 
China, made in England. 


Stock #D-1093. Sold in dozen lots, 12 assorted; also by the individual month, minimum 
packing in each month, 3 cups and saucers 


$3.00 Retail, per cup and saucer. 


, ry J 
entire set of twelve, for many collectors will bu 
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For good display and more sales, show the 
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MATCHING SALAD PLATE 


~ gyre A ‘ q ] ‘ (>- » Fa? s ’ 
8” diameter, $3.00 each, Retail. |. 13 |. ( ae ie 4 | a a ( ( ) 


ESTABLISHED [886 | 
Main Office: 5th & Locust Streets, Philadelphia 6, Pa. 
Showrooms: . 
NEW YORK 10 CHICAGO 54 


PHILADELPHIA 6 LOS ANGELES 14 Dy. oh ae Se | 
225 Fifth Avenue 1557 Merchandise Mart Sth & Locust Streets 527 West 7th Street Merchandise Mart 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 
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SERVICE 


Spode 


THE pe ENGLISH 


DINNERWARE 


A bit of England in the 
USA, Spode offers you the 
best of both — meticulous 
care combined with speed! 
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FRANCONIA CHINA One of Europe’s Finest 
PREOGINIS...* JEWEL” 
TO BE NATIONALLY ADVERTISED in “BRIDE'S MAGAZINE”—Autumn 1959 


The finest, pure white porcelain in the lovely Louis XV shape, edged 
with a narrow, Gold border delicately etched with dainty fleurettes 
and leaves. “PLATINA" the same pattern with Platinum border. 
5-pc. Place Setting in either pattern: $16.00 Retail (slightly higher 
South & West). 


HERMAN C. KUPPER, INC. 39 w. 23rd st... N.Y. 10, N.Y. 


86 





Directors include Harry Abrams and Robert F. 
Brodegaard, for two years; George Biondi, Sid- 
ney Kreines, Sanford Lewin, George J. Murch, 
Robert J. Sullivan, Theodore Haviland III, A. H. 
Dorman, and J. Meredith Miller, Jr., for one 
year; Theodore Fair and Robert Seldes, for one 
more year. Eugene P. Henn continues as chair- 
man. 


WE TABLE SETTING CONTEST is no new thing 
for the jeweler. But this spring, the Jaccard 
jewelry store in Kansas City, Mo., gave the idea 
a new twist by inviting men to star. Male mem- 
bers of the board of governors of the local 15,000- 
member Advertising and Sales Executives Club 
selected ten prominent executives, paired them 
into teams of two, and set them the task of show- 
ing Kansas City how tables should really be set. 
The contest was tied in with a special display 
of Royal Worcester bone china, and the men chose 
patterns in that ware as the basis for their set- 
tings. 


° 
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Shown here is one of the tables—called “‘Alaska 
Gold Rush 49th State’”—set by C. E. Breazeal of 
Radio Station KCMO, treasurer of the club, and 
Jack Dressler, executive secretary. They used 


the “Chantilly” pattern and devised a setting of 
real elegance using gold as the central motif. 


Other ideas worked out were: “Aloha from the 
50th State,” “Spring Symphony,” “Fourth of 
July Breakfast at the White House,” and “Here 
Comes the Groom.” 

Backdrop of the whole affair was an exhibit 
of priceless antiques dating from 1760, sent over 
by the Royal Worcester Museum in England. 
Also on display were Royal Worcester services 
made for Queen Elizabeth and for the Maharaja 
of Baroda. The latter, valued at $14,000, was 
packed in mahogany cases so that it could be 
“easily handled for picnics.” 


Ps 


HE CHINA, GLASS AND POTTERY ASSOCIATION of 
America, Inc., has voted to endorse a New 
York Market Week July 6 to 10 in the individual 
china, glass and giftware showrooms. The asso- 
ciation has no financial connection with the Week. 
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Direct mail promotion will be conducted by the 
cooperating firms. This event takes the place of 
the National China and Glass Show usually held 
in July. 


EXT SPRING’S CHICAGO GIFT SHOW will be a 
N one-week affair instead of the usual two 
weeks. Discussion about such a change has been 
going on for some time and it was planned to 
start the new arrangement in 1961. However, 
William E. Little, managing director, has an- 
nounced that the new dates will be Feb. 7-14 in 
the Palmer House and the LaSalle Hotel, Chicago. 
The August market in Chicago will remain un- 
changed. It opens Sunday, Aug. 2, and will run 
through Thursday noon, Aug. 13, with the excep- 
tion of the intervening Saturday. The entire 
show will be closed that day. 


_ BROS. OF PORTLAND, Ore., have been ap- 
pointed representatives for both fine china 
and Carefree lines of Syracuse china in Washing- 
ton, Oregon, Utah, Idaho and Montana. 


LLIED GIFT AND JEWELRY SHOW at the Hotel 
Adolphus in Dallas, Tex., will open on Sun- 
day, Sept. 6, and run through Thursday, Sept. 10. 
This marks a change from the usual Saturday 
opening. The Texas Jewelers’ Association will 
hold its annual convention during the show. 
Opening meeting is set for Saturday, Sept. 5. 
Among social events scheduled are a cocktail 
party, sponsored by the Tola Tumbleweeds (gift 
and jewelry salesmen’s association) Sunday eve- 
ning at the Baker Hotel; the Show’s own party 
for buyer’s on Sept. 7 and a dinner dance for 
buyers and exhibitors Sept. 8 in the Adolphus. 


Pre COOPER, former sales manager of Rich- 
ards-Morganthau of New York, has formed 
two new companies—Kenyon International Con- 
temporary Home Furnishings Co., Ltd., and a 
subsidiary, George Cooper Contemporary Home 
Furnishings. Mr. Cooper heads both firms which 
will feature modern lines of furniture and decora- 
tive accessories by such designers as Russel 
Wright, Tony Paul, Erwin Kalla, Stan Uydess 
and Carole Stupell. Jess Abrams, who formerly 
had his own homefurnishings showrooms at 225 
Fifth Ave., will be general sales manager. Head- 
quarters will be in Room 215 at the Prince George 
Hotel, New York. 





In early times, the word “crystal” (from a 
Greek word meaning ice) was applied to the 
lustrous quartz found among the eternal snows 
of the Alps. These limpid stones were supposed to 
consist of water congealed by the extreme cold 
of those regions. 
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RUNNING A | 
SUCCESSFUL _ 
SALE 
IS AN ART! 





by Manny 
Silverman 


| am too busy to write a col- 
umn. We just concluded a 
sale for this jeweler; | will let 
him write a column for me. 
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Mr. Manny Silverman 

Silverman Sales Enterprises 

580 Fifth Avenue 

New York 19. New York. U. S. A. 


Dear Manny: 


My dad and I! wanted to write you to thank 
you for the manner in which you conducted 
our recent close-out sale. As you know,— 
we were forced by lease problems to close our 
main store. It was therefore imperative that 
we drastically reduce inventory. We asked you 
to help us, and the rest is now history. 


As you know, during the sale we did over 
six times our normal volume and reduced 
inventory to a point that it was no problem at 
all to take the balance to our two branch stores. 
In addition, after all expenses are paid, we will 
come out of it better than dollar for dollar. 


Both Dad and I feel that while your men 
were both capable and efficient, the thing 
that impressed us most was their sincere desire 
to do a good job for us. They did, and we 
want you to know that we appreciate it. 
YOURS SINCERELY, 
EILERS LTD., 


Pen: y dete Cc. yo 


Ou.C. Escenas. /aum, 




















WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4692-3 
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MINIMUM WAGE LAW: HOW CLOSE IS IT FOR RETAILERS? The powerful AFL-CIO is giving 
total backing to a bill Sponsored by Sen. John F. Kennedy (D., Mass.) and 
Sen. Wayne Morse (D., Ore.), which would extend minimum-wage coverage to 
some 7.8 million workers, including 4.5 million retail employees, who are 
now exempt. The bill would extend the 2l-year-old law to firms 
doing $500,000 or more annual volume, would also jack the present $l-an-hour 
minimum to $1.25. Some experts predict successful passage by 1960. A milder 
bill was also introduced by Secretary of Labor Mitchell. 


RETAILERS FEAR ONE PROVISION IN THE KENNEDY BILL, which would extend 
coverage to any firm with $50,000-or-more annual volume if that firm had an 
employee engaged in interstate commerce. The American Retail Federation 

told Senate Labor subcommittee hearings this could mean that any store with 
a worker who either orders out-of-state goods, pays bills for the orders, or 
receives, unloads or delivers such goods, would be covered. ARF's stand 
is that retailing is local in nature, should not be controlled federally. 
ARF also contends the bill would be “virtually impossible to police... 


SMALL FIRMS SHOULDN'T BE IN BUSINESS, retorted AFL-CIO President George 
Meany at the hearings, if they can't pay a decent wage and still make a 
profit. Meany contended that bringing larger retail stores under 

the law would actually help smaller stores. He rejected arguments 

that raising larger-store wages would force smaller-store wages up to 








compete for help; said this would happen only in full employment. Sen. Morse 
accused retail employers of "“victimizing" workers and "exploiting" Americans 
with "shocking, starvation" wages. 


THE INFLUENTIAL AMERICAN RETAIL FEDERATION WILL GO ALL-OUT FOR EXCISE TAX REPEAL. 
President Rowland Jones says ARF is ready "to turn its full attention on 
repeal of the retail excise taxes as soon as Congress adjourns this year." 
A heavy 5-month campaign will lay groundwork for 1960, "which we ardently 
hope will be the year of repeal of these wartime-imposed taxes." ARF will 
help set up meetings between retail associations and Congressmen, will pro- 
vide information to explain the discriminatory effects of the excises. 


CONGRESS IS SHOWING LITTLE ENTHUSIASM FOR HIGHER POSTAL RATES. Some Congressmen 
are openly antagonistic to Postmaster General Arthur Summerfield's proposal 
for 5-cent first class and 8=-cent air mail rates, which Summerfield 
Says would bring in some $355 million a year, would "Substantially reduce" 
the Post Office deficit. One Republican Congressman says flatly there 
will be no boost. The House in May passed and sent to the Senate 
a measure to cut recent hikes on odd-size mail back from 6 to 3% cents. 


SOME SIGNIFICANT FACTS ABOUT MR. AND MRS. CONSUMER have been noted by the Bureau 
of Labor Statistics in its recent request to Congress for $4.6 million 
to revise the Consumer Price Index. Bureau says an updated Index is needed 
because: (1) there are 15 per cent more people now than in 1950 when the 
Index was reset; families are larger, are moving more to the Southwest and 
West; (2) families are still going to the suburbs, are thus spending less 
on shoes, clothing, etc., more on houses and gardens; (3) people are 
buying less from traditional stores, more from discount houses and suburban 
outlets not now included in pricing-trend figures; (4) bigger incomes 
are going less for soft goods, more for cars, TV, travel, education. 


MANUFACTURING JEWELERS & SILVERSMITHS OF AMERICA has invited 450 firms to its 
first MJ&SA National Convention and Industrial Exposition, set for Oct. 
14-16 at the Sheraton-Biltmore Hotel in Providence, R. I. Firms are 
Suppliers to the jewelry and silverware, related jewelry and light manu- 
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QUALITY-PRECISION WATCHES WITH FULL PROFIT PROTECTION 


| 


the name fo roa ut omatic watches 








Superbly designed prestige* watches for men and women 
with “room to breathe” profit markup. The most com- 
plete automatic watch line. Price protected —sold only 
through exclusively franchised jewelers. Pre-shipment test- 
ing and timing with “honest-to-goodness” one-year guar- 
antee. Nationally advertised the year ‘round. Complete 
dealer aid kits. Retail price line from $49.75 to $2500.00. 


Fed. Tax Included 
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For exclusive franchise information and catalogue, write: 


ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 


Brietly jeoines 


facturing industries. Some 40 booths and 60 rooms in the hotel will be 
assigned to exhibitors on the basis of an MJ&SA survey of member-interest 


in each of the supplier areas. 


HAND=-MADE GLASSWARE IMPORTS DO NOT THREATEN SERIOUS INJURY TO U. S. PRODUCERS, says 


the U. S. Tariff Commission in its recent Trade Agreements Act investigation 
report. Commission found that although U. S. makers' share of the U. S. 
table and household glassware market declined from 84 per cent in 1951 to 63 
per cent in 1957, all of the major U. S. makers operated profitably in each 
of the years 1951-1957; also, their net profits nearly quadrupled between 
1953 and 1956. Big part of the competition for VU. S. hand-made producers, 
Said the Commission, came from U. S. machine-made glassware makers. 


MOST IMPORTS COME FROM JAPAN, ITALY, WEST GERMANY, SWEDEN. Japan in 

1958 accounted for 39 per cent of hand-made glassware imports to the U. 5S. 
Most of this was stemware and whiskey glasses, was competitive largely with 
U. S. machine-made counterparts. 


SOME 35 U. S. FIRMS MAKE HAND-MADE GLASSWARE, the Commission notes. Most 
of these are in West Virginia, Ohio, Pennsylvania. In 1957 they made about 
4.1 million dozen pieces worth $31.5 million, sold them directly to 
department, jewelry, gift and specialty stores mainly, also to hotels 

and bars and to cutters, decorators and mounters. 








BETTER BUSINESS BUREAU IS ASKING MANUFACTURERS TO STOP USING "LIST PRICES" which 

do not coincide with the regular price at which a product is usually 

sold. Says President Kenneth Willson of the National BBB: “We believe that 
manufacturers and retailers will readily concede that during recent years 

»- « « the ‘list price’ as used in national or local advertising has not 
coincided with the regular price ..." When a maker disseminates a list 
price to the public, says Willson, it creates in the minds of the public the 


concept that this is the "going price." Any savings claim from a "list 
price" that is not a going price is illusory and misleading. 


SMALL BUSINESS ADMINISTRATION WANTS TO HAVE MORE LENDING POWER. Retailers and other 


FARMERS 


Small businessmen, SBA says, are applying for loans at a rate that threatens 
to run the agency out of money. SBA has asked Congress to increase its 
lending fund from $900 million to $1100 million, since it will be another 
year or two before repayments on loans already made start coming in fast 
enough to meet demands for new loans (outstanding SBA monies are limited). 


MEANWHILE, A HOUSE SUBCOMMITTEE IS STUDYING SBA OPERATION. Committee 
Chairman Joe L. Evins (D., Tenn.) said his group will judge criticisms that 
SBA discourages certain applicants prematurely, that it refuses to grant 
loans to certain classes of small business (because of SBA Act limitations), 
that its collateral requirements are too rigid. Subcommittee will also 

look at Small Business Investment Act of 1958, which grants SBA power to 
license private investment firms to make small business loans. 





WON'T BE AS GOOD CUSTOMERS THIS YEAR AS IN 1958. U. S. Agriculture Depart- 
ment says net farm income will fall 8 per cent, by $1 billion, in 1959. 
Merchants serving rural areas could be hit by a 4 per cent sales dip, 

some experts Say, as farmers get less spendable income from crops. 


DEPARTMENT STORES SOLD ONE-THIRD OF THEIR JEWELRY ITEMS IN NOVEMBER AND DECEMBER 


COMPANY 


1958, Federal Reserve System figures show. Slowest months were January, 
February and July. Figures are for silverware, watches, clocks, costume 
jewelry and fine jewelry, which account for 2 per cent of total store sales. 


NOTES-Schick, Inc., Says 1959 earnings hinge largely on public acceptance 
of its new $28.80, three-speed electric razor .. . Bell & Howell had a 67 
per cent increase in first-quarter 1959 net earnings over last year, with 
slightly-lower total sales ($10,086,180). noted photo-equipment sales were 
running ahead of last year .. . Parker Pen Co. total 1958 world sales were 
$35 million, says its first annual report in 19 years ... Elgin National 
Watch Co. will set up Swiss plant, notes heavy U. S. watch orders, full 


employment. 
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Harris fair trade bill passes committee, 
has ‘rider’ to appease states’ righters 


The House Commerce Com- 
mittee signed its 20-9 approval of 
the Harris “fair trade” bill May 
14, with the quick postscript that 
federal fair trade control over re- 
tailers opens no doors to federal 
wage and hours control as well. 


This amendment to the contro- 
versial bill was an effort by the 
Committee to reassure states’ 
rights Congressmen. States’ right- 
ers fear that if the nation’s re- 
tailers insist on federal control of 
retail prices, they will lose the de- 
fenses they have set up to guard 
their 17 million employees from 
federal minimum wage and hour 
coverage. Opponents of minimum 
wages for retailers argue that 
since retailing is “local in na- 


ture,” the states alone should han- 
dle its regulation. 

Many Congressmen want a 
clause in the Harris bill which 
would give any state the right to 
accept or reject the proposed 
price maintenance system. 


Inconsistent? 


Even if fair trade devotees 
swallow this compromise, they 
must contend with bitter derision 
from the AFL-CIO, farm and con- 
sumer groups, the Justice Depart- 
ment and the Federal Trade Com- 
mission. All these argue that a 
federal fair trade bill would mean 
higher consumer prices, tremen- 
dous enforcement problems, prec- 
edent for more federal interfer- 





Henry Rosenstihl dies; 
‘longest active jeweler’ 


Col. Henry J. Rosenstihl, 89, 
whose 80 continuous years as jew- 
eler and watchmaker in Union 
Springs, Ala., last year earned him 
the title “longest active retail jew- 
eler in the U. S. and Canada,” died 
Apr. 18. 

The tall, straight Southern gen- 
tleman, who put in a full day at his 
jewelry store until he became ill a 
few months ago, also had the title 
“nation’s oldest living fireman” 
(70 years in the Union Springs 
Fire Department). 

The “longest active jeweler” title 
was awarded Rosenstihl by Jacoby- 
Bender, Inc., after the watchbands 
firm had screened more than 300 
aspirants last year. He was given 
the 50 millionth J-B watch band, 
got an all-expense trip to Peoria, 
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Ill., to visit alma mater Parsons 
Horological Institute (class of 
1888). 

His only child, Helen Claire, be- 
came a successful stage actress, 
once had the lead in Claire Booth 
Luce’s Kiss the Boys Goodbye. 


Henry J. Rosenstihl 





ence in business. The two anti- 
trust agencies also feel such a 
bill would be inconsistent with 
the antitrust laws and the “tradi- 
tional concept of free enterprise.” 

At hearings on the bill, the Jus- 
tice Department came up with its 
own survey, conducted in 1956 in 
eight non-fair trade cities, on 132 
rapid-turnover fair trade items. 
Survey showed, the Department 
said, that an average 77 of the 
items in each city were sold at 
below-fair trade prices, that con- 
sumers saved from 7 to 32 per 
cent by buying in non-fair trade 
areas. 


Cutting into the backbone 


Support for fair trade at hear- 
ings came from a host of spokes- 
men for industry and small busi- 
ness. Oliver A. Jenkins, chair- 
man of the Washington Commit- 
tee of the pro-fair trade Retail 
Jewelers of America, Inc., said 
that restoration of fair trade will 
not lessen competition, but will 
bring “fair, equitable and competi- 
tive prices” to the consumer and 
protect many thousands of smal] 
businesses. 

Jenkins noted that fair-traded 
products constitute only a small 
part of overall retail sales, have 
to compete against other mini- 
mum-priced products as well as 
against a great many products not 
fair-traded. He warned that dis- 
counters who are sabotaging pres- 
ent distribution systems will “de- 
stroy many thousands of small 
businesses who are being forced 
to drop lines that have become the 
backbone of their business.” 

The Harris measure faces tough 
sledding in Congress, even its 
backers admit. Most experts agree 
that it may win approval of the 
House but will not get past the 
Senate this year. Even if it did, 
they say, a veto from President 
Eisenhower is likely. 





Martin (R., Mass.) introduces JITC bill 
to tax-exempt all “Gellman-type” sales 


The Jewelry Industry Tax Com- 
mittee bill to extend excise tax ex- 
retailers in sales of 
prizes, premiums or 
awards, has been introduced in 
Congress by Rep. Joe Martin (R.., 
Mass.). 

An identical bill, also advocating 
equal exemption for retailers with 
the wholesaler and manufacturer 
in Gellman-type sales, was intro- 
duced by Rep. Richard Simpson 
(R., Pa.). Meanwhile, a proposed 
JITC court test case to try to put 
retailer on equal ground with 
wholesaler has been postponed. 

Both bills, which have been re- 
ferred to the House Ways and 
Means Committee, say simply that 
no retail excise tax will be imposed 
on any article sold to a business 
firm or other organization for use 
as prize, premium or award. 

Martin said the JITC bill is de- 
signed to “correct a flagrant and 
inequitable discrimination that has 
arisen under the administration of 
a tax law.” 

He told colleagues that the In- 
ternal Revenue Service’s reluctant 
decision (after two court cases) 
to grant tax exemption to whole- 
salers in Gellman-sales, but its re- 
fusal to grant equal exemption to 
retailers, placed retailers at an ex- 
treme competitive disadvantage. 

“For decades,” he noted, “retail- 
ers have been competing with 
wholesalers and manufacturers in 


emption to 
goods for 


the premium, award and prize 
markets. Now, through an unfor- 
tunate distinction between them 
and some of their suppliers, they 
are stripped from opportunity to 
equitably compete in a market they 
have heretofore enjoyed.” 

JITC picked up backing from 
Andrew Leredu, president of the 
International Jewelry Workers 
Union, who wrote to Martin en- 
dorsing the bill because it would 
end one discrimination against the 
products of his members and thus 
help them. 

The Treasury Department, which 
fears the JITC bill would cut into 
its revenues, is expected to intro- 
duce a bill which would make all 
Gellman-type sales, by whomever, 
taxable. 


Gorham will sponsor ball 
in old Vanderbilt home 


The Gorham Co. will promote 
public interest in sterling silver 
this summer by sponsoring an in- 
ternational charity bali at the for- 
mer Cornelius Vanderbilt mansion, 
“The Breakers,” in Newport, R. I. 

The “Gorham Silver Ball’ is set 
for Aug. 1, is already being her- 
alded as a top event of the 1959 
social season, expects. national 
press coverage. Money will go to 
the Newport and Providence Pres- 
ervation Society, which maintains 





HIS EXCELLENCY, CAM- 
ERABUG: The Maharajah of 
Mysore, once a_ provincial 
monarch in India, left, dis- 
cusses the zoom lens of a 
Bell & Howell 16mm movie 
camera during a recent tour 
of the firm’s Lincolnwood, 
Ill., plant. Bell & Howell 
executives are Reuben Leu- 
loff, J. R. Bettes and Fred 
Gonzales. The 39-year-old 
Maharajah, an avid camera 
fan, is the former ruler of 20 
million people (before Indian 
independence in 1947), was 
in the U. S. on a lecture tour 
before educational groups; 
he is chancellor of the Uni- 
versities of Mysore and Kar- 
natak. 
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the Vanderbilt mansion as a mu- 
seum. 

Part of the dining room decora- 
tion at the ball will be the brilliant 
silver service made by Gorham for 
Col. Henry Furber in the 1870’s, 
which would cost an estimated $1 
million to reproduce. 

Gorham will also supply silver 
punch bowls, cups and candelabra, 
and will set the tables with con- 
temporary flatware and _  hollow- 
ware. Firm plans to offer a com- 


plete silver tea service as a prize. 


Shopping center leases: 
can small guy get them? 


The Justice Department is tak- 
ing a sharp look at shopping center 
leases in the wake of a rising tide 
of complaints from small _ inde- 
pendent firms that they’re being 
discriminated against in lease bid- 
ding. 

The federal policing agency be- 
gan its probe after Sen. Leverett 
Saltonstall (R., Mass.) referred to 
the agency a transcript of testi- 
mony presented to the Senate Small 
Business Committee recently. One 
testimony involved a shoe company 
which said it could guarantee shop- 
ping center leases to retailers if 
they agreed to sell its shoes ex- 
clusively. Justice Department 
thinks such contracts may be “ex- 
clusive-dealing,” which violates the 
anti-trust laws. 

Independent retailers also testi- 
fied to the Committee that the big 
manufacturers and the large financ- 
ing firms dominate shopping center 
leasing, that they often exclude in- 
dependent retailers and lease only 
to the large chains. 

Witnesses at the hearings urged 
Congress to consider either a fed- 
eral lease insurance program for 
small firms, which would operate 
much as home mortgage insurance 
does, or to give tax credits to shop- 
ping center operators who lease to 
small independent firms. 

Shopping center operators, financ- 
ing firms and manufacturers want 
chain stores for several reasons, 
testimony shows. Chains have lower 
failure or relocation rates and thus 
leases are “safer.” And big chains 
tend to draw more customers to the 
centers. 
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Alexander H. Arnstein 


A. H. Arnstein dies; 


was diamond importer 


Alexander H. Arnstein, 55, part- 
ner in the diamond importing firm 
Arnstein Bros. & Co., in New York, 
and prominent figure in jewelry in- 
dustry associations and in Jewish 
philanthropy groups, died Apr. 29. 

In 1923 Arnstein joined the firm 
his father founded, became a part- 
ner in 1929. He was a former trea- 
surer of the Jewelers Security Alli- 
ance, one-time director of the Dia- 
mond Manufacturers Association, 
and member of the 24 Karat Club 
of New York. 

His philanthropy work included 
activity in the Federation of Jew- 
ish Philanthropies, United Jewish 
Appeal, many other groups. He had 
also served as director of the New 
York Guild for the Jewish blind. 

His wife and two daughters sur- 
vive. 


Buying for Fall brisk 
at United Jewelry Show 


A total of 954 jewelry whole- 
saler and jobber buyers May 2-10 
in Providence assessed the fall mer- 
chandise of the largest group of 
United Jewelry Show exhibitors 
since 1954. Displays covered five 
complete floors of the Sheraton- 
Biltmore Hotel. 

Of the 135 exhibitors partici- 
pating in a post-show survey, 86 
per cent said business they wrote 
was as good as or better than 1958 
show business. The 41 per cent 
reporting actual business increases 
said average volume was 23.6 per 
cent above last year’s. New ac- 
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counts procured by exhibitors aver- 
aged nine. 

Earrings were the most popular 
item at the show; necklaces were 
second, brackelets third. Gold was 
the most popular color for fall, fol- 
lowed by aurora borealis, crystal, 
silver, pearl, blue, black, brown, 
red. 

Exhibitors praised successful ef- 
forts to keep the show exclusively 
for the wholesaler and jobber, said 
that buying reflected a good inven- 


tory position and the purchase of 
more items, that an optimistic view 
is being taken of fall business. 
But exhibitors also noted that 
customers reported difficulty in 
their collections from retail cus- 
tomers; that price-cutting was be- 
ing sought; that buyers did not 
spend enough time at the show to 
really see what was being offered. 
Buyer credit was watched care- 
fully. UJS this year inaugurated a 
eredit bureau for exhibitor use. 





The strontium 90 


On May 1 the Atomic Energy 
Commission told the press that 
it had ordered three watch firms 
not to sell luminous watch dials 
containing strontium 90, since 
they did not have an AEC li- 
cense to import the radioactive 
element. 

Newspaper stories the next 
day “may have unduly alarmed 
the public,” said one of the 
watch companies. Strontium 90 
is deadly when absorbed by the 
human system in sufficient quan- 
tity; it is a by-product of atomic 
fuels and a feared ingredient of 
nuclear fallout. 

Actually, the AEC order af- 
firmed that the watch dials pose 
no significant health hazard. 
AEC acted, it said, because the 
dials were brought into the U. S. 
by firms not licensed to handle 
radioactive material. The com- 
panies, AEC officials said, were 
unwitting violators of the li- 
censing law. 


We're Clean 


Bulova Watch Co. was cited 
for a _ single watch, marked 
Westfield and sold in 1955, with 
strontium 90 on the dial. Un- 
aware that it had ever handled 
strontium 90, Bulova surmised 
that the dial could have been 
repainted after it left Bulova 
hands. An AEC inspection of 
Bulova facilities showed “abso- 
lutely no strontium 90.” 

Westclox division of General 
Time Corp. said that an AEC in- 
spection of all Westclox prod- 
ucts, both past and present, 
“found no strontium 90 in any 
dials, with the exception of 





aftair: reassurance 


two pairs of hands found on 
watches” in its trade repair de- 
partment. Even these hands, 
from a discontinued model, were 
not claimed to contain a harm- 
ful amount of strontium 90, 
Westclox said. “Therefore con- 
sumers can buy Westclox prod- 
ucts with complete confidence.” 


We’re Cooperating 


Elgin National Watch Co. 
said it had not been informed by 
its supplier that strontium 90 
was used on a “few” imported 
watches. All luminous-dial 
watches sold by Elgin are labo- 
ratory tested, it added, to be 
sure that the radiation level is 
within safe limits. “We are co- 
operating fully with AEC,” said 
Elgin, “by halting the shipment 
of any imported watches in 
which strontium 90 was applied, 
although our tests clearly indi- 
cated that the watches contain- 
ing strontium 90 were not dan- 
gerous.”” 

Strontium 90 dials emit 100 
times the radiation of typical 
radium dials, AEC said—but the 
radium rays are far more pene- 
trating. Thus a man who wears 
a wrist watch facing away from 
his body would get less radiation 
with a strontium 90 dial than 
with a radium dial, AEC noted. 
However, if he wore a strontium 
90 dial at night with his left 
arm near his eyes, there might 
be more hazard. 

Croton Watch Co. said that 
after a methodical survey by 
AEC, all Croton, Nivada Gren- 
chen watches were found 
“clean” of strontium 90. 











Pin lever watch with 17 friction jewels 
can be labeled “17 jewels,” FTC decides 


The Swiss witness apologized, 
explained that his native language 
was French and that probably was 
why he was having trouble under- 
standing what was going on. 

Several English-speaking people 
at the Federal Trade Commission 
hearing Apr. 2 smiled sympathet- 
ically; they were a little con- 
fused, too, by the question before 
Examiner John Poindexter: Is it 
proper to call a pin lever watch 
that contains 17 jewels a “17- 
jewel watch?” 

Examiner Poindexter’s consid- 
ered answer: It is entirely proper. 

He was, then, dismissing the 
paradox-seeming FTC complaint 
issued in September 1957, that 
Berger Watch Co. in New York 
had misrepresented the “charac- 
ter” of its 17-jewel pin lever 
watches by labeling them “17- 
jewel watches.” The words “17 
jewels,” the complaint implied, 
connote value and prestige to 
watch customers, and are con- 
nected in their minds with jeweled 
lever watches. Since Berger was 
putting the same label on its 
“lower-quality” pin levers, it de- 
ceived the public, gave Berger an 
advantage over competitors. 


Escapement not issue 

Basic in Poindexter’s dismissal 
of these charges was “a prepon- 
derance of evidence” that “the 
American consumer is not aware 
of any distinction between a pin 


lever and a jeweled lever watch 
...and that he does not associate 
a watch marked ‘17 jewels’ with 
any particular type of escape- 
ment.” Further, Poindexter found, 
“ . . in the watch industry the 
definition of a so-called ‘jeweled’ 
watch has no relationship whatso- 
ever to the type of escapement in 
the watch. The word ‘jewel’ is 
synonymous with the function of 
the jewel in the watch, rather than 
with the type of movement or 
escapement.” 

Poindexter had decided even 
during 1958 hearings that the 
issue was not pin-lever value vs. 
jeweled-lever value. The essence 
was whether Berger’s “17 jewels” 
label on his pin levers constituted 
misrepresentation with intent to 
deceive or gain unfair competitive 
advantage. 


FTC’s reasoning 


Three conditions were offered to 
justify Berger’s denial of any mis- 
representation. First, there has 
never been an FTC requirement to 
advertise the nature of the move- 
ment. Second, the U. S. actually 
requires an importer (Berger 
bought watches from Switzerland) 
to inscribe the number of jewels 
which perform as frictiona! bear- 
ings (all Berger’s jewels do) on 
the top plate or bridges of the 
movement. Third, the importer of 
watches with 17 jewels must pay 
the same duty per jewel regard- 





HAIL TO THE CHIEFS: Present President Max Jacoby of the 24 Karat Club 
of New York (left, hands on table) was host Apr. 20 at the Waldorf-Astoria 
Hotel in New York to 18 of the past presidents of the Club. Incumbent president 
annually gives the banquet for predecessors. 
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less of whether they are pin or 
jeweled lever. Said Poindexter: 
“The evidence is undisputed that 
each of the 17 jewels [in Berger’s 
pin lever watches] serves a me- 
chanical function as a frictional 
bearing ... The fact that the 
watch does not have jewels in the 
lever therefore does not rob it of 
its character as a 17-jewel watch,” 
An intriguing sidelight at the 
hearings was the excited debate 
among various witnesses as to 
whether the escapement or the os- 
cillatory system (“balance whee! 
and hairspring’”’) was the more im- 
portant part of a watch. Said Me- 
diator Poindexter’ significantly: 
“Experts do not always agree.” 
Poindexter’s decision in the case 
is an initial one, may be reviewed. 


Hanover Fair draws 
foreign buyers, firms 


Thousands of visitors and buy- 
ers moved into Hanover, Germany, 
April 26 to see the wares of more 
than 4500 concerns from 26 coun- 
tries. West German Economics 
Minister Ludwig Erhard opened 
the Fair with the plea that highly- 
industrialized nations help less for- 
tunate ones and lead mankind out 
of some of its misery. 

Consumer goods exhibited in- 
cluded china, ceramics, __ glass, 
jewelry and silverware, watches, 
clocks, radio, TV and phonographs 
and electrical appliances. 


Service charges taxable 
in odd-lot packaging 

Retail excise taxes do apply to 
so-called “service charges” which 
are added to the cost of taxable 
articles purchased in less than 
minimum volume, the _ Internal 
Revenue Service warns. 

IRS points out that the service 
charge for labor and other costs 
of repacking in less than pre- 
scribed numbers is taxable, under 
laws applying the tax to all costs 
of packaging and containers. 

Only if the service charge, or a 
portion of it, can be clearly shown 
to be levied for extra costs of 
transportation, delivery, or in- 
surance, can the charge be ex- 
cluded from the taxable base of 
the items, IRS says. 
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Walter Lamp! forms new 


General Charms, Inc. 


Walter Lampl, Jr., has dissolved 
his partnership in Walter Lampl, 
New York charms maker, and has 
formed a new firm, General 
Charms, Inc., which will continue 
in business at the 48 W. 48th St. 
building. 

General Charms, of which Lampl 
is president, will manufacture 14- 
karat gold and_ sterling silver 
charms and bracelets from new 
plant facilities in Attleboro, Mass. 
They will operate repair and ser- 
vice shops and sales rooms in New 
York. 

Lamp! says his new facilities 
will make possible immediate de- 
livery. Sales will be direct to re- 
tailers. 


Dr. Pough now adviser 


on diamond irradiation 


Gem Expert Dr. Frederick H. 
Pough in New York has opened 
Gem Irradiation Laboratories, Inc., 
at 580 Fifth Ave. He will advise 
wholesale and retail diamond mer- 
chants in the use of radiation for 
treatment of off-color diamonds. 

Dr. Pough, who is gem consul- 
tant to JC-K, said clients can be 
reasonably assured of a satisfac- 
tory result in this technique of 
changing off-color diamonds into 
attractive-hued stones, noted that 
treatment today does not make 
stones dangerous to the wearer. 

Vice-president and treasurer of 
the new firm is Leo Levko. 


Towle Silversmiths buys 
New York sterling firm 


Towle Silversmiths in Newbury- 
port, Mass., has purchased Mueck- 
Cary Co., Inc., large New York 
sterling hollowware manufacturer. 

Towle President Elliott M. Gor- 
don said Mueck-Cary’s manufactur- 
ing operations will be transferred 
to Towle’s Newburyport plant. “We 
feel that the acquisition of this 
business,” said Gordon, “is a most 
appropriate one for Towle, whose 


craft tradition extends back to. 


1690.” 
No production plans have yet 
been announced. 
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Interesting Jewelers— Peter Gluckmann 


The French official in Dakar, Africa, would indeed permit Mr. 
Gluckmann to fly his single-engine plane over the Sahara Desert; he 
had only to agree in writing to pay for the search and rescue parties 
which would be needed should he fail to arrive in Villa Cisneros 650 
miles away. 

Impatiently, 33-year-old San Francisco Watchmaker Peter Gluck- 
mann scribbled agreement. The flight from Dakar north was not 
likely to overwhelm him: he had just flown 2000 solo miles from 
Recife, Brazil, over a South Atlantic totally as wet as the Sahara 
was dry. Besides, he was anxious to be on to Casablanca and Paris, 
and to London, where his Londoner parents would greet him and 
where he would ready for the flight to New York via the Polar Ice 
Cap route. Then, on May 15, 1958, he’d return to San Francisco, hav- 
ing flown 22,000 miles since he took off two months before down the 
coasts of Central and South America. 

On May 15, 1958, right on schedule, Gluckmann touched his Beech- 
craft Bonanza down at an airstrip outside San Francisco. He had 
maneuvered the Andes. He had giant-stepped more expanse of water 


Watchmaker Gluckmann ready for short business trip 
a parachute jump with no parachute is embarrassing 


than perhaps any other single-engine pilot ever. He had been forced 
by weather between Scotland and Iceland to fly at a narrow 1500 
feet, above an icy Atlantic in which downed fliers are given three 
minutes to live without survival suits (he had none). Yet his most 
harrowing experience, he says honestly if cynically, was the drive 
back to the city on congested Bayshore Highway. 

Gluckmann is no airdevil, nor is he given to braggard understate- 
ment. His flight nonchalance is come by honestly, in exchange for 
precise, total pre-planning. He makes intimate studies of air routes, 
landing fields, potential danger, weather conditions. There are maps 
(more than 100 for this tour), information on new fuels, months-long 
equipment tests. “I do not,” he says, “recognize my activities as dan- 
gerous. We are always facing danger in our daily lives. I feel that 
flying done with sufficient care is no more dangerous than driving 
fast on crowded highways.” Gluckmann has never parachuted—‘“It 
would be pretty embarrassing if I had to: I never carry a parachute.”’ 
He has had, however, to avert certain crises. When he landed at 
Acapulco to clear Mexican customs, the officials were not present. So 
he hopped off for nearby Tapachula, found fog so thick he could not 
land. It was dark, and nearby San Salvador had no runway lights, 
so he had to land at unfamiliar Guatemala City, near 14,000-foot, 
witch-tooth mountains. In Casablanca, he was horrified to find that 
the wing-tip gas tanks were bending, had to fill them less than full. 

Unmarried Gluckmann started flying nine years ago, because he 
felt he needed some positive non-watchmaking interest. He has flown 
the Atlantic non-stop to England, in 1957 flew non-stop to Honolulu, 
returned a week later.—Donald A. Dowden. 











Swiss vacation will be prize at RJA’s 
Chicago show; New York space going fast 


The 4000 jewelers who head for 
Chicago July 19-23 and the 12,000 
who make the New York run Aug. 
9-13, for the nation’s two big an- 
nual jewelry shows, are in for 
some novel and pleasant surprises. 

At Chicago’s Morrison Hotel, 
for example, some lucky jeweler 
and his wife will win a two-week 
trip to Switzerland, compliments 
of the Watchmakers of Switzer- 
land, which is co-hosting the ban- 
quet this year—“‘A Night in 
Switzerland.” 

And at both the Morrison and 
New York’s Waldorf-Astoria Ho- 
tel, Architect Charles S. Telchin 
will set up and equip a model 
jewelry store, with new and un- 
usual ideas in design and fixtures. 
Telchin will be present for con- 
sultation. 


A Second Pacific Show 


The busy Retail Jewelers of 
America, Inc., will also again co- 
sponsor the Pacific Jewelry Show, 
which premiered so successfully 
last year. Co-sponsor with RJA 
at the Hotel Statler in Los An- 
geles, Aug. 30-Sept. 1, will be the 
California Retail Jewelers Asso- 
ciation. 

Display space is being sold rap- 
idly to exhibitors for all three 
shows, in anticipation of a com- 
bined attendance of more than 
18,000 jewelers. Executive Vice- 
President Charles M. Isaac, in 
charge of RJA trade shows, says 
more than 80 per cent of the avail- 
able space at the Waldorf has al- 
ready been signed for, 8 per cent 
more space than had been filled 
at this time last year. To date, 238 
firms have registered. 

In Chicago, 95 firms have al- 
ready bought space, for the first 
time this year in the newly-mod- 
ernized Morrison Hotel (show had 
been held at the Conrad Hilton 
for 13 years). The lavish “Night 
in Switzerland” banquet, co-spon- 
sored by RJA and the Swiss 
Watchmakers, will be held July 
21. 

Out in Los Angeles, where the 
California RJA will celebrate its 
26th annual convention in con- 
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junction with the Pacific Show, 29 
exhibitors to date have been 
signed. Last year more than 1200 
jewelers jammed into the Statler 
for a much-needed first Pacific 
show. More are expected this 
year. 


Bulova’s Col. Henshel 
wins top AAU honor 


Col. Harry D. Henshel, vice- 
chairman of the board of Bulova 
Watch Co., was given the 1959 
Gold Medal of the Metropolitan 
(New York) Association of the 
Amateur Athletic Union at a $25- 
a-plate award dinner, May 6, at the 
Waldorf-Astoria Hotel. 

The top AAU award was given 
Henshel for meritorious service to 
youth and to amateur athletics. A 
crack athlete himself (see photo), 
Henshel has served variously as 
U. S. Olympics basketball chair- 
man, as general chairman of the 
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WHAT HAPPENS TO OLD BALL- 
PLAYERS: Henshel, standing center, 
was a star outfielder and .300 hitter 
in 1912 on this 92nd St. YMHA team. 
Left, standing, is first baseman Mil- 
ton Weill, presently president of Ar- 
row Manufacturing Co. Manager is 
Herbert Kreilsheimer, now a promi- 


nent New York diamond merchant. 


Seated, right, is the late Edward 
Henshel, Harry’s brother. 


Mayor’s Committee for the: Olym- 
pic Games, as board chairman of 
the New York City Baseball Fed- 
eration. He is presently chairman 
of the U. S. Committee for Sports 
in Israel. 

Former winners of the six-year- 
old award include Francis Cardinal 
Spellman, James A. Farley, Grover 
A. Whalen, Richard C. Patterson, 
Jr. Patterson, former U. S. Am- 
bassador to Yugoslavia, Switzer- 
land and Guatemala, presented a 
City of New York Citation to Hen- 
shel, after which Jim Farley, for- 
mer Postmaster General of the 
U. S., awarded Henshel the AAU 
medal. 


Kay increases earnings, 
names Mimi Irvine buyer 


Kay Jewelry Stores, Inc., Wash- 
ington-based credit jewelry chain 
with 131 stores, showed an 11 per 
cent increase in earnings in the 
last half of 1958 over ’57 income. 
Six-month 1958 net was $1,203,- 
258. 

The firm is currently negotiat- 
ing to buy 8 to 10 more stores, 
says President C. D. Kaufman. 
Last October it bought 14 stores 
in the Southwest. 

The firm recently appointed 
Mimi Irvine costume jewelry buyer 
for the chain’s Hartford and Ber- 
gen Mall stores and for all Kay- 
Franc-Ross affiliates. Miss Irvine, 
former jewelry and glove buyer 
for Hahne & Co., Newark, N. J., 
will buy costume and novelty 
jewelry, including simulated and 
popular-priced cultured pearls, 
gold-filled jewelry, compacts, bou- 
tiques and fashion watches. 


Virginia RJA celebrates 


50th annual convention 


Members of the Virginia Retail 
Jewelers Association gathered in 
Roanoke May 3-5 for the group’s 
milestone 50th anniversary conven- 


tion. They elected Victor Heiner 
of Kingoff’s Jewelers in Roanoke 
president for 1959-1960. 

Other officers-elect of the asso- 
ciation: Walter Dixon of H. L. 
Lang & Co. in Staunton, first vice- 
president; John Ford of Frank R. 
Ford Co. in Norfolk, second vice- 
president; Alvin Fink of Fink’s 
Jewelers chain, treasurer. 
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WISCONSIN CONFIDENCE: The Wisconsin RJA reelected all its officers to 
a second term at its 53rd annual convention recently in Wausau. From left, 
seated: President Henry Spiegel; Vice-President Charles Cumicek; Executive 
Secretary Ben Heald; Treasurer E. F. Waldhier. Directors, from left, standing: 
Robert Armbruster; Milt Dalin, Russel Vogt; Leo Kohlbeck; Jack Randall; Roy 


Johnson, Edward Borland. 


Wisconsin RJA reelects 
Spiegel president 

Members at the 53rd annual con- 
vention of the Wisconsin Retail 
Jewelers Association in Wausau 
returned Henry T. Spiegel of Mani- 
towoc to the presidency for a sec- 
ond term. 

Reelected with Spiegel were: 
Charles Cumicek of Seymore, vice- 
president; Ben Heald of Thiens- 
ville, executive secretary; and E. F. 
Waldhier of Beaver Dam, treasurer. 
Directors for 1959: Leo Kohlbeck 
of Milwaukee; C. J. Cauwenbergh 
of Green Bay; Robert Armbruster 
of Cedarburg; Edward C. Borland 
of Kenosha; Milton Dalin of West 
Allis; John Randall of Wausau; 
Roy Johnson of Racine; and Russel 
Vogt of Markesan. 

Conventioners heard talks on 
watch repair pricing and on the 
importance of “make” in diamond 
grading, respectively by Gerald 
Jaeger and William Baumgardt. 
Edward Borland discussed identifi- 
cation of colored stones. There were 
also addresses on credit selling and 
on bookkeeping procedure. 

Association voted to hold its 1960 
convention in Kenosha. 


New York tightens law 
on karat gold stamping 


Karat gold jewelry made for sale 
in New York State will, starting 
July 1, have to be stamped for 
karat gold fineness in conformance 
with the more precise Federal 
Stamping Law. 

Gov. Nelson Rockefeller recently 
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signed into law a bill prepared by 
the Jewelers Vigilance Committee 
that has the effect of voiding the 
state law, which permitted one-half 
karat more gold-stamping leeway 
than the Federal Stamping Law. 
The New York law had tempted 
certain in-state manufacturers, 
says JVC, to sell their products 
outside New York, which created 
unfair competition. The law also 
discriminated against makers in 
other states who sold in New York. 


Bulova’s Ballard wins 
Defense Appeal honor 


More than 400 jewelry industry 
leaders gathered May 14 at the 
St. Regis Hotel to tender Presi- 
dent John H. Ballard of Bulova 
Watch Co. the annual Human Re- 


All tote 


lations Award of the Joint De- 
fense Appeal. 

Ballard, who joined Bulova 50 
years ago as a $4-a-week office 
boy, was lauded as having “served 
not only the jewelry industry, 
but also humanity in general as 
well.” Plaque was presented by 
C. D. Kaufmann, president of Kay 
Jewelry Stores, Inc., who said Bal- 
lard’s interest “has always been 
in the individual’s well-being re- 
gardless of color, creed, faith or 
standing in the community.” 

Ballard is a trustee of the Jo- 
seph Bulova School of Watchmak- 
ing, is a past vice-chairman of the 
jewelry division of the Cardinal’s 
Committee for the Laity. 


Nebraska RJA convenes 


with state watchmakers 


The Nebraska Retail Jewelers 
Association met with the Ne- 
braska Watchmakers Association 
at a joint annual convention Mar. 
14-15 in Hastings. 

Jewelers elected William Mc- 
Intosh of O’Neill 1959-1960 presi- 
dent. Other new RJA officers: A. 
R. Shalberg of Oakland, first vice- 
president; Walter Truex of Nor- 
folk, second vice-president; Elton 
Combs of Omaha, third vice-presi- 
dent; Stan Knudsen of Lexington, 
secretary; Max Hinkson of Ogal- 
lala, treasurer (re-elected). 

President-re-elect of the Watch- 
makers is Bill Yost. Maurice 
Shockey was re-voted secretary- 
treasurer. 


+ ngs 


HUMAN RELATIONS AWARD: President John H. Ballard holds the award 
plaque given him at the annual Human Relations Award dinner May 14 of 
the Joint Defense Appeal. With him are Milton Weill, left, dinner chairman 
and president of Arrow Manufacturing Co., and Cecil D. Kaufmann, president 


of Kay Jewelry Stores, Inc. 
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WATCH OUT CHATTANOOGA: 
Ronson’s “Roto-Shine” boy “makes 
the oldest kind of leather look like 
new”—modern style—for a buyer at 
the recent Tobacco-Sundries-Acces- 
sories show in Chicago. He’s using 
Ronson’s all-new electric shoe polish- 
er. Ronson Ad Manager Bernard 
Dwortzman, right, appraises the job. 


FOR LANDERS, LOEWY: Raymond Loewy, right, famed industrial de- 
signer, chats with Landers, Frary & Clark President Bret C. Neece, left, 
and Vice-President Stanley G. Fisher, after announcement that the Loewy 
organization will concentrate on development of new appliances and im- 
provement of present lines for the new Britain, Conn., home products firm. 
Landers, which makes Universal-brand household helps, recently acquired 
several new companies, has modernized its own facilities. 


YOUNG MR. DAVIS’ CUP: 
Victorious tennis teams since 
1900 have quaffed gallons of 
champagne from this magnif- 
icent sterling silver bowl, the 
Davis Cup, emblem of inter- 
national tennis supremacy. 
Cup was made by Shreve, 
Crump & Low, famous old 
Boston firm, to the specifica- 
tions set down by Harvard 
Student Dwight F. Davis, 
who came back from a ten- 
nis missionary tour of the 
West Coast in 1899 bursting 
with conviction that lawn 
tennis needed a_ perpetual 
trophy. Shreve had the Cup 
on display recently. 


SOME LIKE IT MEDIUM: “Formally” turned-out mem- steers for their annual Beefsteak Dinner. Chairman of 
bers of the 24 Karat Club of New York sit down Apr. 15 the well-attended feast was Carl Van Dam of Carl Van 
at the New York Athletic Club to consume a couple of Dam, Inc., in New York. 
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FOR DOGGIES IN THE WINDOW, COMPETITION: When the Hillsdale (Cal.) Shopping Center decided to stage a 
“windows come to life” promotion recently (each store had to have a live model), the local Kay Jewelry Co. branch 
went to San Francisco, got Model Lily Valentine with fishtail, whipped up cardboard sea life, “floated” a fortune in 
pearls about, walked off with the outstanding achievement award for effort and display. 


JC-K PHOTO REPORT 


REVERE RIDES AGAIN: Massachusetts Governor Foster Furcolo (seated) 
accepts a sterling silver Paul Revere bowl from Presidents Denny Lunt, Sr., 
of Lunt Silversmiths, E. M. Gordon of Towle Silversmiths; and Roger Hal- 
lowell of Reed & Barton (all Massachusetts firms), at the start of Sterling 
Silver Week Apr. 19-25. Date for the opening of the week coincided with the 
184th anniversary of the ride of Paul Revere, who is perhaps America’s 
most famous silver craftsman. 
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THEIR STAR IS GROWING: The 
Linde Co., grower of Linde Stars, has 
developed a new technique which will 
reportedly yield limited numbers of 
blue Stars far larger than any pro- 
duced before. Stars in the classic 
cornflower-blue shade are now being 
grown at weights up to 30 carats. 
Previously, average weight of the 
blue was 7 carats. Linde sales jumped 
10 per cent in 1958 over 1957 sales. 





introducing 
the 


Superb 





* 


STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help readers spot industry trends) 
IMPORTS 


CHRONOGRAFIC SUPER 


°% change 
from Jan.- 
Feb. 1958 


% change 


from Jan.-Feb. 
Feb. 1958 


Feb. 1959 1959 


WATCH MOVEMENTS (units) 
0-1 jewel 365,017 
2-7 jewels 71,989 
8-15 jewels 3,674 
16, 17 jewels 395,966 
over 17 jewels 846 
all movements 837,492 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 74,033 
cut, by value $7,066,667 
CULTURED PEARLS $1,077,158 
IMITATION STONES $1,239,950 





647,027 
155,802 
6,167 
635,371 
1,663 
1,446,030 


+ 20.3 
+ 25.0 
—4.9 
+2.2 
+0.7 


+ 49.2 
+18.0 
—12.0 
+15.3 

+2.9 
+ 28.1 


PLEASE 
MEET 
US 


at the 


RETAIL 
JEWELERS 


AMERICA 


207,220 
$15,653,974 
137,222 
$13,491,725 


$1,804,429 


124,061 
$10,735,701 


+91.8 
4134.7 
459.5 
438.5 
426.7 


IN TIMING MACHINES 


EXCISE TAXES 


Jan.-Mar. 


1959 
AMOUNT COLLECTED $59,043 
(add 000) 


% change 

from Jan.- 

Mar. 1958 
+2.2 


. + Ae eee 


VITAL STATISTICS 


Mar. 1959 


MARRIAGES 95,000 


BIRTHS 


°% change 
from 
Mar. 1958 


+8.0 
+2.9 


1959 
281,000 


1,034,000 


% change 
from Jan.- 
Mar. 1958 


+4.9 
+2.5 


Convention 
AND 


355,000 


TRADE SHOW 
MORRISON 
HOTEL, 
CHICAGO 


in our 


BOOTH 126 


JULY 19 
JULY 23 


ane were GREINER | 


—6.3 2K2CALOWAC 


FAILURES 


% change 
from Jan.- 
Apr. 1958 


—6.6 
+71.4 


% change 
April from Jan.-Apr. 
1959 Apr.1958 # 1959 


CASH JEWELERS 16 | 57 
INSTALLMENT JEWELERS oe 12 
WATCH REPAIRERS | 3 — 25.0 
WHOLESALERS re 15 +36.4 
MANUFACTURERS 11 —47.6 


DEPARTMENT STORE SALES 
MARCH 1959 

% change % change 

from from Jan.- 

Mar. 1958 Mar. 1958 


FINE JEWELRY, 

WATCHES +10 

SILVERWARE, 
LOCKS 

COSTUME 

JEWELRY 


WHOLESALE JEWELERS’ 
SALES 
MARCH 1959 
% change % change 
from from 
Mar. 1958 Feb. 1958 


SALES +20 +2 
INVENTORY —2 +2 


+12 


(troy ounce, large lots) 


Mid-May One Year 
1959 Ago 


$.91 3/8 $.88 5/8 
$77 $67 
$18 $19 
$75 $80 


% change 
SILVER +3.4 
PLATINUM 

PALLADIUM 


IRIDIUM 





CHRONOGRAFIC JUNIOR AND CHRONOGRAFIC SUPER. . 
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most 
successful 
timing 
machine 
since 
its 
appearance 
at 
the 
Swiss 
Industries 
Fair 
Basel  :: 
1958 ?: 


Exact replica 
from tape of 
Chronografic 


itroducing 
from 
Switzerland 
the 


Superb 


2 VACUU ED { IM ME STANDARD 
Certified stability over years of Operation, 6 fong-lite es guarant © 10,000 hours. 
24 different beats: 3600, 6000/7200, 12000, 18000, $i tyee 1750 17 ry 00 1180003 4850. 
16200, 19800, 9000, 12600, : 1800, 5400, 9600, 10800, 144¢ ) 172 21600 
(21306.12 OMEGA or anyes ys  teagoe 4 


STEM 
lagrams 
© being 

aper tape 
a 





Bper feed. Place a watch OP WOveMie ntl 
y, the tape stops. Tick amplifier for high ame 
interference. Bright illuminated working at 


Automaticg 
ing starts, 
sive to f 
Extrem@e 


$728.00 


with watch and clock microphones, handbook, earphone, 
cover, 10 otis. gf.tape and the GREINER ELECTRONIC 
METHOD FILE cor gg Be supplemented, ps our r Bulletins. 


Chronografic Junior 
The Standard Hanes Machine for The Watchmaker 


AMERICAN ¢ ER ELECTRONICS, INC., 472 Main Street, . Stamford, i nnecticut 
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Bills propose hike in 
gold price, free market 


A host of measures is pending in 
Congress which would boost the 
present price of gold. 

The leading measure would per- 
mit free marketing of gold, would 
double the statutory price which 
the U. S. government pays from 
the present $35 an ounce to $70. 

Sen. James E. Murray, chair- 
man of the Senate Interior Com- 
mittee and one bill sponsor, wants 
three things: subsidy for domestic 
mining of gold; increases in gov- 
ernment gold reserves; prepara- 
tion by the U. §. for an expected 
step-up in Russian economic war- 
fare in the free world. 

The Treasury Department, how- 
ever, flatly opposes any effort to 
devalue the dollar by raising the 
price of gold. In a recent “memo- 
randum to the press,” the Depart- 
ment said it “firmly adheres to the 
position that the price of go!d in 


U. §S. dollars should remain un- 
changed.” Price was set in 1934, 

Rep. Edgar Hiestand (R., Cal.,), 
is sponsoring a measure which 
would place this country back on 
the gold standard. His bill calls 
for a standard money unit consist- 
ing of a dollar of 15 and 4/21 
grains of gold 9/10 fine. 

Other measures simply call for 
the free marketing of gold. 


Diamond Peacocks strut 
at annual dinner-dance 


Some 450 members and guests 
made a gay night of it Apr. 18 at 
the 14th annual dinner-dance of the 
Diamond Peacock Club at Boston’s 
Hotel Somerset. 

Music for dancing by Ruby New- 
man and his orchestra, followed the 
roast beef dinner. Souvenir was a 
German-made gold treasure-chest 
jewel case. 

There was no head table, as such, 





BEST OF SHOW: Here are 1959 prize-winning designs of students at New 
York’s Mechanics Institute jewelry design class. Necklace won the HOE Award, 
given for the best design by a graduating student, captured this year by 
Joseph R. Kardos. Awards for the three pin designs (from left) were given to 
Agustin Medina (gold medal); Anthony J. Puleo (silver medal); and Erasmo 
V. Miccio (bronze medal). New York Designer A. D’Alessandro taught the 


1958-1959 class. 
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Presidents Abbott (left), Moore 
for Abbott, a memento 


this year; officers and honored 
guests sat at two special round 
tables. These included: Ivan W. 
Burnham, president, Vermont Re- 
tail Jewelers Association, and Mrs. 
Burnham; William E. Smith, presi- 
dent, Jewelers Board of Trade, and 
Mrs. Smith; John R. Blackinton, 
president, Boston Jewelers Club, 
and Mrs. Blackinton; Walter H. 
Levy, president, Providence Jewel- 
ers Club, and Mrs. Levy. 

Also Richard E. Moore, presi- 
dent, Diamond Peacock Club, and 
Mrs. Moore; Sydney D. Cook, pres- 
ident, Massachusetts and Rhode Is- 
land Retail Jewelers Association,: 
and Mrs. Cook; Isadore Paisner, 
president, Manufacturing Jewelers 
& Silversmiths of America, and 
Mrs. Paisner; and Roger E. Bras- 
sard, president, New Hampshire 
Retail Jewelers Association, and 
Mrs. Brassard. 


Stinson gets presidency 
of 1959 Arkansas RJA 


John M. Stinson, owner of 109- 


year-old Stinson’s in Camden, 
Ark., was elected president of the 
Arkansas Retail Jewelers Asso- 
ciation, Apr. 25-26, at the group’s 
annual convention in Hot Springs. 
He succeeds C. P. Coats of Bates- 
ville. 

Some 150 members attended the 
two-day affair, voted to step up 
the membership drive this year. 
They also voted Little Rock as 
1960 convention site. 

Other officers-elect: Henry Rain- 
water of Walnut Ridge, vice-presi- 
dent; Charles Shepperd of Rus- 
sellville, executive secretary. 
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EAST 


« William Latin, who has been in the 
jewelry business for some 40 years, 
has formed Latin Watch Case Co. at 
10-10 44th Ave., Long Island City, 
N. Y. Latin becomes president of 
the new firm, his son Murray vice- 
president in charge of sales. Fine 
gold and diamond cases, plus gold 
filled and rolled gold plate cases, are 
now being produced in the 11,000 
square foot factory. 

# Swank, Inc., is completing a re- 
modeling job on its Fifth Ave. recep- 
tion room and showrooms. Architect 
for the large men’s jewelry maker is 
Telchin & Campanella. 

« Kittay & Blitz, Inc., has opened its 
showroom, the stone diamond house, 
at new, larger quarters at 48 W. 37th 
St., New York. Firm imports imita- 
tion stones. 

es Ernest L. Weinberg, importer of 
jewelry designs and models at 72-10 
112th St., Forest Hills 75, N. Y., is 
planning a tour of Latin America 
soon, will accept assignments from 
his customers. Weinberg also has 
offices in Providence, R. I. 

= Guest speaker at the Apr. 20 meet- 
ing of the Golden Circle Club in New 
York was Dr. Leonard P. Stavisky, 
executive on the City Council of City 
Hall. Club held its annual spring 
dance May 15 at the Sheraton-East 
Hotel. 

= Max A. Lazarus, president of L & 
R Manufacturing Co., New Jersey 
maker of watch-cleaning machines 
and chemicals, is taking a two-month 
business-with-pleasure tour of south- 
ern Europe with his wife. 

a Jay Roy Jewelers in Harrisburg, 
Pa., has changed its name to Jay Roy 
Co., Inc., plans to step up sales of 
appliances, radios and television sets. 
es The Watchmakers’ Association of 
New Jersey, Inc., celebrated its 20th 
anniversary May 12 at the Irvington 
House, Irvington, N. J. Historian 
Bert Hayenga reviewed the signifi- 
cant events of the association. Presi- 
dent Emil Chessari announced that 
a group hospitalization-insurance pro- 
gram for members had been approved, 
will be effective soon. 


a J. E. Caldwell & Co., prominent 
Philadelphia old-line jewelry firm, re- 
cently doubled the size of its subur- 
ban branch in Haverford, Pa. 


s Henry Dankner & Sons, New York 
maker of platinum and gold jewelry, 
has moved from 56 W. 45th St. to 
33 W. 46th St. 


= Members at the April meeting of 
the Horological Society of New York 
saw the premiere showing of a British 
film, “We Serve on Time,” which por- 
trayed the operation of British South- 
ern Watch and Clock Supply Co. 
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= The Consolidated Retail Jewelers | 
of New York and New Jersey con- | 
ducted a credit jewelry panel for its | 
meeting May 12 at New York’s Hotel | 


Astor. Guest panelists included Bul- 


ova Watch Controller Benjamin. 


Natchez, Attorney Louis K. Batzar, a 
collection specialist, 
Controller Milton Blumenthal. Asso- 
ciation president is Harry Wexler. 

= Myron H. Stern, formerly asso- 
ciated with Stern Manufacturing Co., 
Newark, N. J., maker of rings, has 
formed M. H. Stern & Co. in Newark, 
to make synthetic-stone and pear! 
rings for women and children. 


s New officers of the Jewelers Square | 


Club in New York were elected at a 
meeting in April. They are: Dave 
Levy of Elgin National Watch Co., 
»resident; El Seibel of B. D’Elia & 
Son, vice-president; Walter Dreher of 
Dreher Bros. & Wider, secretary- 
treasurer. Club held an “old-timers 
night,” May 11. 

= Maximilian R. Kerr, former retail 
advertising director for several New 


York firms and one-time ad agency | 
has opened a consultant ser- | 


owner, 
vice which will specialize in coopera- 
tive advertising, especially for retail 
stores. Kerr’s offices: 
St., New York. 


s Angela Forenza, advertising man- 


ager for Van Cleef & Arpels in New 
York, was awarded one of 12 stat- 
uettes given recently by Amita, Inc., 
a foundation group, to women of 
Italian lineage who have achieved 
success in business or in the arts. 

= Charles Parker, for 26 years sales- 
man for H. F. Barrows & Co. of 
North Attleboro, Mass., and for 56 
years a jewelry industry business- 
man, was honored recently at a re- 


tirement dinner given by New York | 


friends. 


# Anthony Mercurio, 69, owner of G. | 


Mercurio & Son, Buffalo, N. /Y., 
jewelry and watch repair business, 
died Apr. 12. 

=» Edward E. Allsopp, 72, 
president of Allsopp & Steller Co., 
Newark, N. J., jewelry maker, died 
Apr. 19. 

« Albert C. Clayman, 68, jeweler and 
civic leader in Bradford, Pa., died 
Apr. 12. 


«s Mrs. Lulu B. Evans, 80, ceramics | 


expert and widow of Charles T. 
Evans, a founder of Evans & Sons 
Jewelers in Utica and executive sec- 
retary for 25 years of the old 
ANRJA, died recently. Mrs. Evans 
was widely known for her lecture 
“The Potter and His Art.” 

= Robert Stuart Douglas, 83, former 
vice-president and controller of Tif- 
fany & Co., died Apr. 8. He served 
with Tiffany for 37 years. 


and Tappins | 





JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y 














ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
7i NASSAU ST., NEW YORK 38, N. Y. 
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Complete Memorandum service 
to all accredited jewelers. 


World famous importers 
of rough and polished 


~ GEMS 


Panther 
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Repair Service 


@ Black Opal Ruby 

@ Star Sapphire Emerald 

® Notural JADE Cats Eye 

® Opal Cuitured Pearls 
© Amethyst Aquamarine 

® Topaz @ Tourmaline 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 
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BLACK STAR 
SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more, 
@ assorted sizes. Refund if re- 
turned — 10 days. Mail 


checks 
INTERNATIONAL GEM & PEARL CO. 
220 W. 5th St., Los Angeles 13, Calif. 
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BALDWIN Bracelet Corp. 
22 West 48th St., N.Y. 36, N.Y. 





as our monthly display service. 
Colorful, varies display cards and 
over 400 matching price tickets. 
Only $8.70 mo. Send for... 


Edwin reed 150 West 46th St., 
inc. N. Y. 36, Ci 5-3232 
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Sold only direct to Retailers 
WELLS MFG. CO., 
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ATTLEBORO, MASS. 


NEW 


# Halon Jewelry Co. has moved to 
new, larger quarters at 194 Main St., 
Marlboro, Mass., directly across the 
street from its previous location. 
Store also has a branch in Norwood, 
Mass. 

e James H. Dugan, formerly with 
Tilden - Thurber Corp., Providence, 
Newport and Watch Hill, R. I., has 
purchased W. H. Elson Jewelers at 
271 Greenwich Ave., Greenwich, Conn. 
of the New England 
Guild, American Gem Society, met at 


the Hotel Commander in Cambridge, 
| Mass., on May 14, heard Arthur Mul- 
ler, vice-president of J. R. Wood & 


Sons in New York, talk on “The Tre- 
mendous Opportunities Ahead for 


'_Jewelers in the Rapidly Expanding 
| Bridal 
| cussed for a rock hunt in June. 


Market.” Plans were dis- 
es Annual summer outing of the Bos- 
ton Jewelers Club will be held at the 
Commonwealth Country Club, New- 
ton, Mass., on June 22. Golfing, un- 
der chairmanship of Darwin Neu- 
meister, and bowling, under chair- 
manship of Frank Gendreau, will be 
followed by a lobster or steak dinner. 
Ellsworth W. Read is general chair- 
man. 

Boston Jewelers Bowling 
League wound up its 1958-59 season 
with Gordon Brothers in front with 
170 points, I. Alberts’ Sons’ second 
with 136, A. Stowell Co. third with 
126. Annual banquet and awarding 
of prizes was held at the Hotel Madi- 
son, May 9. High average prize went 
to Mr. Hayward of Gordon Bros. Mr. 
Pearl of A. Stowell Co. took the 3- 
string prize with a score of 384; and 
Earl Savoy, Sr., of Shreve, Crump & 
Low, took the singles prize with a 
score of 147. 

= The Horological Society of Massa- 
chusetts is making plans for celebrat- 
ing its third birthday; membership is 
now more than 200 members. Apr. 
21 meeting was for members only. 

# Charles Buchko, sterling silver 
specialist formerly located in the 
Province Building, Boston, has opened 
a new store at 351 Bedford St., Whit- 
man, Mass., as Whitman Silver & Art 
Shop. 

= Gem Jewelers, Somerville, Mass., 
has moved to a new location, at 238 
Elm St. 

= Myron L. Hinckley, jeweler of Mid- 
dleboro, Mass., who celebrated his 
78th birthday in April, has spent 65 
years on the job in the industry. 

# Warren W. Wood of Hanover, 
N. H., has purchased the business of 
Louis X. Fremeau in Burlington, Vt., 
will do business there under the name 
of Fremeau’s Jewelry Store. 


_® Bolio’s Watch Repair Shop, 392 St. 


ENGLAND 


Paul St., Burlington, Vt., moved May 
19 to 145 Elmwood Ave. 

= James Baumstein, jeweler in the 
Province Building in Boston, was re- 
cently elected president of Amos 
Lodge No. 27, B’nai B’rith. 

= Ray Haney, of Stewart & Haney, 
Clinton, Mass., is retiring, has sold 
out to 25-year partner Henry Duvar- 
ney. 

« Ed Chapman of W. D. Pharmer 
Co. in Pittsfield, Mass., and member 
of the Board of Directors of the Pitts- 
field Jaycees, served recently as chair- 
man of a “Miss Pittsfield” contest. 

= Donald Bethany of Bethany & 
Brown in Wellesley Hills, Mass., re- 
cently devised a window display of 
African tribal masks, in connection 
with an exhibit of African diamonds. 
# Bishop Jewelers, 258 Elm St., 
Holyoke, Mass., has moved to a new 
location, at 280 High St. 

e Ed Hill of Hill’s Jewelry in Wolfe- 
boro, N. H., has remodeled his store, 
has installed an extensive line of 
gifts. 

# Arthur Falco, jeweler in New Bed- 
ford, Mass., recently remodeled his 
store. 

= John Barry of Marc-Barry Jewel- 
ers, Peabody, Mass., recently added 
a “Kiddie Korner,” with play-pen out- 
fitted with toys, blackboard, and 
junior-sized furniture, to keep young- 
sters happy while parents shop. 

= Louis LeMay of LeMay’s Jewelry 
in Manchester, N. H., has reopened 
his Algonquin Club at York Beach, 
Me., for the summer. 

= On Apr. 9, Local 18 of the Amalga- 
mated Jewelry Workers Union broke 
ground in Providence, R. I., for a free 
dental center for the local’s 1200 
members. Center is the first of its 
kind in Rhode Island, is believed the 
first of its kind in New England. 

= Chester H. Morton, jeweler of 
Pittsfield and Great Barrington, 
Mass., has opened a china and silver- 
ware department in his Great Bar- 
rington store. 

= Al Dhooge, jeweler of Plymouth, 
Mass., recently remodeled his store. 

= Omer Barnaby, jeweler of Fall 
River, Mass., has closed his store. 

= Ray Kinney, jeweler of Haverhill, 
Mass., recently remodeled his store. 

= George Wilford, jeweler of Grove- 
ton, N. H., recently moved next door, 
is now also operating a nearby bowl- 
ing alley. 

s John Stanton, formerly with Men- 
delsohn & Terban, Washington Bldg., 
Boston, and for the past two years 
with the U. S. Army, is now back 
with Bernie Mendelsohn, 311 Jewel- 
ers Building. 

# Arthur Jennison, jeweler of Keene, 
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N. H., has installed a camera shop. 
=» For his 25th anniversary with 
Glaser Bros. in Boston, diamond set- 
ter Algernon Scalzelli was presented 
a belt and gold buckle, accompanied 
by this citation: “We, the under- 
signed members of the American So- 
ciety for the Prevention of Falling 
Pants, take pleasure in presenting 
you with this gift, which we hope will 
alleviate our fears of some day wit- 
nessing the Great Fall.” Gift-givers: 
members of the Glaser firm, Alfred 
DeScenza & Son, Louis A. Guiness 
Co., and Travis-Farber Co. 

# Roy S. Brooks, treasurer of Mau- 
ran Watch Co., 702 Washington 
Building, Boston, died Apr. 24. 

#» Harold Blackinton, wholesale 
jewelry salesman for Albert Walker 


MID- 


s Rogers Jewelers, one of Indiana’s 
top credit jewelry stores, in Indian- 
apolis, has been purchased by Zale 
Jewelry Co. Transaction includes 
Rogers’ Irvington, Ind., store. Rogers 
Co-owner Sol Blickman is a director 
of Retail Jewelers of America, Inc., 
and of the Jewelry Industry Council. 
w H. C. Kirkberg, prominent jeweler 
in Fort Dodge, lowa, has been elected 
to the board of trustees of Buena 
Vista College in Iowa. Kirk is also 
president of his town’s Chamber of 
Commerce. 

= Mr. and Mrs. Clifton A. Schoppe, 
who formerly owned a watch repair 
service in Clinton, IIl., have pur- 
chased Jackson’s Jewelry at 405 S. 
State St., Belvidere, Il]. Mr. Schoppe, 
a graduate of Elgin Watchmakers 
College, has worked both for Hamil- 
ton Watch Co. and for Elgin National 
Watch Co. 

es Pontiac Jewelry Co. has moved 
from 1017 Main Ave. to 965 Main 
Ave., Durango, Colo. New location 
had been remodeled. 

= Harold S. Goldberg has been named 
to the community and public affairs 
committee of the Michigan Retailers 
Association. He is president of 
Thomas Jewelry Co., 29 E. Lawrence 
St., Pontiac, Mich. 

es Floyd I. Gilbert has purchased 
Robert’s Jewelry in Streator, Ill. New 
store name is The Jewel Box. Gilbert 
is a former owner of Campus Jewel- 
ers in Champaign, III. 

= Robert Groya, manufacturers’ rep- 
resentative at 55 E. Washington St., 
Chicago, Ill., is now handling the 
Kiefer watchbands line made by Cad- 
man Manufacturing Co. of Dearborn, 
Mich. Groya will sell the bands to se- 
lected wholesale jewelers. 

ws The April luncheon of the Chicago 
Jewelers’ Association was attended by 
70 members, who heard Prof. Howard 
Gramlich of the University of Ne- 
braska discuss the American idiosyn- 
crasy. 
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Co. for some 40 years, died Apr. 17. 


= A. Earl Wilson, 57, vice-president | 
of the Vermont RJA, widely-known | 
Springfield, Vt., jeweler and former | 
president of the Springfield Chamber | 


of Commerce, died recently. 


= Carl O. Anderson, 75, long-time | 
machinist for Anson, Inc., Providence, | 
R. I., and father of Anson President | 


Olof V. Anderson, died recently. 


= David R. Rough, 92, associated | 


with New York and Newport, R. L., 
jewelry industry for almost three- 
quarters of a century, died Apr. 20. 
He began with Howard and Co. 

= George R. Watts, 75, material sales 
manager for Waltham Precision In- 
struments Co. and for 50 years before 
that sales manager for Waltham 
Watch Co., died recently. 


WES | 


= These new members have been 
elected to the Chicago Jewelers’ Asso- 
ciation: Capitol Ring Co., Newark, 


N. J.; Sidney Geller, of Lasko Strap; | 


and Al Greene, formerly with 
Longines-Wittnauer Watch Co. 


= The Chicago Jewelers’ Club has | 


elected Bruce Warnecke of Fred War- 


necke & Son, Phil Abrams of Ed | 
Cain & Co., and Ernest Keital of 
Jacoby Bender, as regular members. | 
a C. J. Silver Jewelers, nine-store | 
chain in Minnesota and Wisconsin, | 


has sold its Appleton, Wis., store. 


# A. C. Wilson, district sales man- | 
ager for Handy & Harman, has won | 


election as park commissioner of Des 
Plaines, Ill., a suburb of Chicago. 

s Benjamin Allen & Co., Ince., a sub- 
sidiary of John Plain Co., has pur- 
chased N. Shure Co., Inc., Chicago. 
Shure’s Enesco Imports Division be- 


comes a separate corporation con- 


trolled by Sam Shure. 


= Carson Jewelers at 300 N. Water | 


St., Decatur, Ill., has promoted three 
of its employees. Herbert F. Ohman 
has been named general manager of 
all three Carson stores (others in 
Alton and Peoria); Cyrus Mehr is 
new vice-president in charge of mer- 


chandising; Trudy Walker is now | 


general credit manager for all three 
of the stores. 

= C. Leo Shaughnessy, long-time jew- 
eler in Springfield, Ill., has _ been 
named to that city’s Liquor Commis- 


sion. His appointer: Lester E. Collins, | 


president of Burton M. Reid Co. and 
Springfield mayor. 


= Bing’s Jewelry, 103-year-old jew- | 
elry and optical store in Champaign, | 


Ill., renovated its store front recently. 
s Hubert G. Pribyl has opened a new 
store at 616 Main St., Keokuk, Iowa. 


= New officers of the Retail Jewelers | 
Association of Topeka, Kan., were | 


installed Apr. 21 by outgoing Presi- 
dent G. H. Blair of Mace Jewelry. 


They are: John Wortman of Wortman | 
Jewelers, president; Ray Christian of | 








ee are 
| Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA oO. GOLD 
WATCHES FTWARE NUM 
JEWELRY SILVER FIXTURES 
PEARL Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 


oN Weiler C, (6. 


Established 1880 


All inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Board Your Locel 
of Trade Bank 





Division of M. Y. Finkelman Company 
29 &. Madison 5$t., Chicago 2, 














BC2 — Unusual 
14K y.g. 
cultured pearl 
music charm. 
30.00 Keystone. 


H37—Aftractive 
14K 6y.g. cul- 
tured pearl 

heart pin. 
37.50 Keystone. 


a faved Pracls 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 


Olid 


ae ee a 


801 WALNUT STREET 
PHILADELPHIA 7 








JEWELRY SALESMEN 


Nationally known manufacturer of ladies’ 
and men’s rings, pendants and earrings to 
cover the following states: Ohio, Iil., 
Wisc., Mo., Ky., Ind., Tenn., Ga., Ala., 
Miss., Kan., Colo., Utah, Nebr., Mont., 
Wyo., Ariz., N. M., N. C., S&C. Va., 
W. Va. If you sell jewelry stores in any 
of the above states and want a real live 
wire line, 


Write Box "S., 5047," care of JC-K. 
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IN NEW ORLEANS 
ANTIN'S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
> New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, 


Jewelers Board of Trade 


7 114 Baronne Street 
ANTIN S New Orleans 12, La. 


Antiques and Antique Reproductions 
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See Classified 
Ads on 
Page 126 


FOR 
R\ PANTOGRAPH 
ENGRAVERS 


Guaranteed 
Concentricity 


| 
| 
| 


| 

CUE ease 

| Against Diamond 
| Falling Out 

| or Breaking 


| $850 $500 


| EACH EACH 
ALLSTATE DIAMOND PRODUCTS, INC. 


Manufacturers of a co 


mplete line of 
diamond tools and wheels 
245 WEST 27th STREET, NEW YORK 1,.N. Y 
CHickering 4-7725 
*® DEALERS’ INQUIRIES INVITED 

















_Jerry Mazer 








Ray Christian Jewelers, vice- -pres- 


ident; Willis Cowlishaw of Wolf’s S, 


secretary; and Robert Donaldson of 
Snyder’s, treasurer. 

# Cyrus Allen, Jr., of Bohm-Allen 
Jewelry Co. in Denver, Colo., has been 
elected to a two-year term as direc- 
tor of the Denver Retail Merchants 
Association. 

# Bentley’s at 172 High St., Colum- 
bus, Ohio, has been remodeled. Ben 
Levy is new store manager. 

# Argo & Lehne, Jewelers, plans to 
open a branch store in the Kingsdale 
Shopping Center being built at Tre- 
mont and Zollinger Rds., Upper Ar- 
lington, Columbus, Ohio. 

® Rolfs, division of Amity Leather 
Products Co. in West Bend, Wis., will 
build a new two-level office building 
adjacent to its main manufacturing 
plant. New building will add 28,000 
square feet of area. Firm also has 


factories in Sturgeon Bay, Wis. 


« Watchmaker Harvey Rush, owner 
of London Jewelers, London, Ky., has 


_ been named Outstanding Watchmaker 
of 1958 by the Kentucky Watch- 
makers Association. Rush, President 
_of the London Rotary Club, is a char- 
ter member of the watchmakers’ 
| group. 

| @ Credit rules-of-thumb were out- 


lined recently for members of the 
Greater Detroit Jewelers Association 
in an address by Controller Benjamin 
H. Natchez of Bulova Watch Co. 


| Natchez discussed collection methods, 
eredit application, credit department 


operation. 
s Jewell B. Shelton has bought Snow 


THE 


# Richard H. Erlanger of S. & N. 
Katz was elected president of the 
Jewelers Association of Baltimore, 
Inc., at the annual meeting in April. 
He succeeds Jules E. Morstein. Other 
1959 officers-elect: Anton W. Fetting 
of A. H. Fetting Co., first vice-presi- 
dent; Robert B. Swerdlin of Burton’s 
Jewelers, second vice-president; Wil- 
liam Stubbins of Tschantre, trea- 
surer; William G. Ewald, secretary; 
Esther S. Stumpner, assistant secre- 


_tary. These directors also were elec- 


ed: William A. Boss; Henry Brown; 


| Marvin J. Greenberg; Howard Green- 


baum; Rolf Krug; Samuel Lakein; 
- Gideon N. Stieff, Jr. 


ws The cai. departments in Hutz- 
ler Bros.’ Baltimore store and in its 
Westview and Towson, Md., branches 
held displays of informal jewelry 
modeling during April. Display de- 
signer was Roslyn Kaplan; hand- 
crafter was Stanley Hagler. 


| @ Koblen’s Jewelry in Alexandria, 
| Va., has added full-length glass dis- 
_play windows on its store front, has 


refinished the construction frontage 
in imported Italian mosaic tile. 


= Beachcomber Novelty Co. has been 


Jewelry in Des Moines, Iowa, from 
Delbert Snow. New store name is 
Shelton Jewelry. 

# Robert Burlingame has purchased 
Kaiser Jewelry in Red Wing, Minn., 
from Ross Kaiser. 

= Dale Thorson has purchased The 
Jewel Box in Elbow Lake, Minn., 
from Simon Wicklund. 

» The North Dakota Watchmakers 
& Jewelers Association was instru- 
mental in the passage recently by the 
North Dakota legislature of a state 
watchmaker licensing law. 

s Irving S. Frank. 77, co-founder of 
Basch & Co. in Toledo, Ohio, died 
recently. In the early 1900’s he was 
an infielder for the St. Louis Browns 
baseball team. 

= Louis Stotter, 73, for half a cen- 
tury chief of Louis Stotter Co., manu- 
facturing jeweler in Cleveland, died 
Apr. 16. 

=» Max Green, 77, owner of Max 
Green Jewelers in Cleveland Heights, 
Ohio, died in April. 

ws George Pilzer, long-time sales rep- 
resentative for Goodfriend Bros., Inc., 
New York, and one-time owner of his 
own business in Chicago, died Apr. 
10. 

= Mrs. Robert Hulbert, 69, wife of 
the Chicago mail order sales manager 
for Oneida, Ltd., and first American 
woman (Red Cross) to enter Berlin 
with the troops at the close of WW II, 
died recently. 

= Richard Sorg, 52, jeweler in Elk- 
hart, Ind., who also operated stores 
in Goshen and South Bend, Ind., and 
in Bloomington, IIl., died in May. 


SOUTH 


named exclusive stocking distributor 
in Florida for Sweet Manufacturing 
Co. of Attleboro, Mass., maker of jew- 
elry chain and findings. Beachcomber 
executives Ben and Harry Chernin 
have their main office and showroom 
at 2024 Hendry St., Ft. Myers, Fla., 
have a statewide sales representative 
network. 

= Miller Bros. in New Orleans is cel- 
ebrating its 50th anniversary this 
vear. Three brothers operate the 
Canal St. store. 

s Sigmund Katz, 81, chairman of the 
board and co-founder of S. & N. Katz, 
Ine., prominent Baltimore firm, died 
in May. He was born in Fulda, Ger- 
many, came to Baltimore as a child. 
In 1902 he and his brother Nathan 
founded the firm which today is one of 
Maryland’s largest. Main store is at 
105 N. Charles St. 

a Walter J. Leonard, Jr., 54, one-time 
jewelry store manager in Shreveport, 
La., died recently. 

ws Ernest E. Mitchell, Sr., 56, owner 
of Lumberton Jewelry Co. in Lumber- 
ton, N. C., died recently. He was at 
one period associated with Niemans 
Jewelers in Charlotte and Raleigh. 
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ws Zale Jewelry Co. opened its third 
Houston, Tex., store in April, at 8806 
Jensen Drive. The store, formerly 
Mazow Jewelers, is the 45th Zale 
store in Texas. Lew Rodis is man- 
ager, Sam Tinterow assistant man- 
ager. 

= Ben Lasser, president of Dahnken 
Wholesale jewelers in Beaumont and 
Houston, Tex., has moved to Beau- 
mont to manage the 238 Pearl St. 
branch. Partner Leon Clute, vice- 
president, manages the Houston store. 
» After 27 years at 118 Chestnut St. 
in Abilene, Tex., Fulwiler Jewelers 
has moved to 1056 N. 2nd St. Mr. 
and Mrs. Jack Fulwiler are owners. 
= Larry Meyers, 35-year-old Iowan, 
has been named manager of W. M. 
House Jewelry, 301 W. Texas St., 
Baytown, Tex. 

= Walzel Jewelers in Houston, Tex., 
has just remodeled, has added a gift 
shop. 

s Pollard’s Jewelry in Arkadelphia, 
Ark., has moved from 607 Clinton St. 
to new quarters at 604 Main St. 

ws Syd Prague has sold his interest in 
the firm he helped found, Prague- 
Kurtz Co. in Houston, to co-founder 
Ed Kurtz, Jr. Firm sells watch 
materials, other supplies. 

« A state retail sales tax of 10 per 
cent would be placed on watches, 
clocks and silverware by an omnibus 
tax bill now under consideration by 
the Texas legislature. The tax would 
raise $150,000,000 additional revenue 
annually. 

= A bill passed by the Oklahoma 
legislature, requiring jewelers and 
other merchants to take out a license 
before conducting a closing-out sale, 
has been signed into law by Governor 
Edmondson. 

# An anti-shop-lifting bill passed by 
hoth branches of the Texas legisla- 
ture would stiffen the penalties im- 
posed for shop-lifting in the state. 
= Retail jewelry sales in Texas 
showed a gain of 2 per cent in Febru- 
ary over January sales, according to 
the Texas Bureau of Business Re- 
search; a general decline of 10 per 
cent was noted for all retail business 
in the state. 

= J & B Jewelers has been opened at 
112 Broadway by J. B. and Bea 
Terry, former owners of Terry Jewel- 
ers in Delhi, La. 

# A. C. Possin Co. in Phoenix, Ariz.. 
has sold its wholesale jewelry busi- 
ness to Meier & Co., Phoenix whole- 
sale jewelry distributing firm. Ruth 
and Earl Meier are now owners of 
both firms. 

# Gerald Allen has opened a watch 
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SOUTHWEST Lil 


repair shop in Irby’s Drug Store, 
Maud, Okla. 

= Hale’s Jewelry has been opened at 
124 S. W. Main St., Bethany, Okla., 
by Dale Hale, who also owns and op- 


erates Hale’s Jewelry in Yukon, Okla. 


= Kimbrow’s Jewelry in Dallas, Tex., | 


recently moved to 223 Preston Royal 


St. For 15 years Kimbrow’s was lo- | 


cated at 4230 Oak Lawn. 

= New owner of Highland Park 
Jewelers, 3221 Knox St., Dallas, Tex., 
is C. B. Flourney. Flourney recently 
purchased the store from Mrs. Fried. 
Mrs. Flourney is assisting in opera- 
tion of the store, which carries a gen- 
eral line of jewelry. 

= New officers, recently elected, of 
the Dallas Watchmakers Guild: presi- 
dent, Garvin Tuley (re-elect); vice 
president, Ernest Seitzler; secretary- 
treasurer, Charles Bourquin; execu- 
tive secretary, R. B. Raymond (re- 
elect). 

= Sinton Jewelry in Dallas, Tex., 
which was burned out last October, 
is now re-established in a new build- 
ing in the main business block in 
Sinton. Owner is Bob Cole. 

s Damron Jewelers in Elk 
Okla., had an exhibit at the recent 
state home show. Display included 
china, glassware, silver, gifts, lamps, 
and other home accessories. 
Harold Damron reports he has had a 
nice response in sales following the 
show. 


= Otha L. Hawkins is new manager | 
of Zale’s Jewelers, 226 W. Broadway, | 


Muskogee, Okla. Hawkins came to 


Muskogee from Wichita, Kan., where | 
he was a Zale assistant manager. He | 


succeeds Stanley Prussack, who was 
recently transferred to Richmond, 
Va., to manage a new Zale store at 
the Willow Lane Shopping Center 
there. 


= Eddie Dozendorf has opened a new | 
jewelry store at 1617 Jackson St., | 


Alexandria, La. 
s Jon Gard, Jeweler 


Fairview Lakeside Country Club. 
=» Mrs. Jane Goldfarb, 63, who with 
her husband owned Goldfarb Terrace 


Jewelry, 25 N. Robinson St., Okla- | 


homa City, Okla., died Apr. 6. 


=» Mrs. Lena Lee McCurley, 62, wife | 


of H. S. McCurley, jeweler in Nor- 
man, Okla., died Apr. 27. Mrs. Me- 
Curley was prominent in Norman 
civic affairs. 

# John Miles Douglas, 60, well-known 
Salt Lake City jeweler and civic 
leader, died in April. He operated 
Douglas Jewelry at 30 W. Broadway. 





QUALITY WATCH 
REPAIRS .. 


LATEST EQUIPMENT 
INSURING PRECISION 
TIMING— 


WITH OUR NATIONAL 
CLIENTELE WE CAN SUPPLY 
FINEST TOP REFERENCES— 


3 TO 5 DAY SERVICE 








REASONABLE PRICES 


Send a trial shipment— 
Inquire about our unusual service. 


KARELIN WATCH SERVICE 











City, 


116 NASSAU ST. NEW YORK 38, WN. Y. 
a CO 7-4895 





Read the Classified 
Section of JC-K 


on Page 126 





Owner | 


MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N. Y. 
AL. 4-0104 








in Fairview, | 
Okla., is 1959 vice-president of the 





WEDGWOOD 
1759-1959 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basait 


JOSIAH WEDGWOOD & SONS, INC. 
662 Mission Street, San Francisco 5, Calif. 
24 East 54th Street, New York 22, New York 











mT FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direet—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups”’ to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 











details of our unusual offer. Or phone PL 7-1236. 
“T}_LEAMLIGHT, 71 W. 47th St., Dept. K, New York 
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Experienced 


SALESMEN 
WANTED 


MUST HAVE RETAIL FOLLOWING! 


For— 
® WASHINGTON, D. C. 
® MARYLAND 
@ DELAWARE 
@ VIRGINIA 


ee ee 


To carry— 
LEATHER, FABRIC 
AND METAL BANDS. 


May carry non-conflicting line. 
OTHER TERRITORIES OPEN. 


WRITE or CALL 


KALBE CO. 


43 W. 24th St. ¢ N.Y. 10, N. Y. 
CHelsea 3-0022 


———____ —_—— 








Chatham Research Laboratories 
70—i4th St., San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 














ee - 


and as fresh 

os Spring 
Sparkling Certified Wedding 
Rings of 14K gold designed , 


to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS Co. 
119 Edison P!., Newerk2, N.J. 

















ARTHUR W. FIELD 


MANAGEMENT CONSULTANT 
9591 Random Drive *« Anaheim, California 


Specializing in ethical close out sales 


involving $100,000 or more of inventory 


EMERALDS 


Loose or mounted. Memo selections to rated 

jewelers. Write 

I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 





108 











WEST COAST 


= The Jewelers 24 Karat Club of 
Southern California held its annual 
installation dinner at the Sportsmen’s 
Lodge in North Hollywood May 12. 
Co-chairmen were Art Ross and Max 
Wolman. New officers: president— 
Bob Mendelson of Calan Co.; first 
vice-president—Sam Warshaw of 
Sherry’s in Pomona; second vice- 
president—Raleigh West of Allison- 
Kaufman Co.; treasurer—Martin R. 
Thomas of Pomona; secretary—Her- 
man Siegel of Robbins Jewelers in 
Los Angeles. Retiring president is 
Jack Morris of Morris Credit Jew- 
elers in Los Angeles. Members of the 
board of directors who were installed: 
Rudy Apffel, Edward Endman, Stan- 
ley O. Jacobs, William Morris, Ar- 
thur H. Ross, Leonard Ross, David 
Schwartzmann, Harry Sherwood, 
J. B. Swartzburg, Malcolm Tipp, and 
Robert I. Wolman. 

= Harold J. Lewis of C. C. Lewis 
Jewelry Co., Long Beach, Cal., was 
recently elected vice-president of the 
Long Beach Rotary Club. 

m On Apr. 21 members of the South- 
ern California Guild of the American 
Gem Society met at the Green Hotel 
in Pasadena, saw two films produced 
for the Watchmakers of Switzerland: 
“17 Jewels—Why?” and “Birth of a 
Swiss Watch.” 

ws Arthur Michaels and his wife of 
Michaels Credit Jewelers in Los An- 
geles, who visited Hong Kong recent- 
ly, report that there are no less than 
1000 jewelry stores flourishing there. 
Hong Kong is a major outlet for 
Japanese, Chinese wares. 

s Margo’s Credit Jewelers in Bars- 
tow, Cal., opened recently with How- 
ard Pike as manager. Pike was 
former part-owner and manager of 
Evensen’s in Riverside. 

es rank M. Williams has sold his 
jewelry store in Vacaville, Cal., to 
Orville Cohan. Williams opened the 
store in 1947. He operates a second 
store in Dixon, Cal. 

s Allison-Kaufman Co. has moved to 
new offices and factory at 215 West 
Fifth St., from 424 §. Broadway in 
Los Angeles. Irving Kaufman, Ra- 
leigh West and Art Lampert report 
they now have 5,000 square feet of 
floor space, air conditioning, push- 
button doors. 

#s Durward Howes of B. D. Howes & 
Son in Los Angeles, has acquired 
more than 700 volumes of books on 
gems and jewelry, including some ex- 
tremely rare 17th century editions. 
Addition makes Howes’ gem library 
one of the world’s most comprehen- 
sive. Collecting and studying books 
on jewelry has been Howes’ lifetime 
hobby. Library is being permanently 
installed in his private office in the 
firm’s Los Angeles store at Wilshire 
and Westmoreland. Legally, the 89- 


year-old library belongs to Howes’ 
two-year-old grandson, Durward IV, 
provided the fourth-generation child 
makes fine jewelry his life pursuit. 
Other collectors are being apprised 
that the library now contains a num- 
ber of duplicates, some of which are 
for sale. 

s Philip Roth, partner in Swirsky & 
Ehrlich, Los Angeles diamond im- 
porting firm, heads the jewelry divi- 
sion of the 1959 United Jewish Wel- 
fare Fund. His father, Adolph Ross, 
and brother, Bernard, are also active 
in the fund. 

= George Tobias of Tobias Orinda 
Jewelers, Orinda, Cal., was guest 
speaker at the April meeting of the 
Contra Costa Watchmakers & Jew- 
elers Guild. President Gerry Jalbert 
of Woulf & Ury, Pittsburg, Cal., pre- 
sided. 

e Marvin L. Trattner has been 
named store manager of the Kay 
Jewelry Stores branch at 2548 Mis- 
sion St., San Francisco. He succeeds 
C. Alvin Glass, who now supervises 
the firm’s northern California stores. 
Trattner has been with Kay for 20 
years. 

= Charles R. Greenstone, president of 
Granville’s Jewelers, Inc., in San 
Francisco, was appointed by Mayor 
George Christopher to serve on the 
San Francisco Housing Authority. 

ws The retail jewelry firm operated by 
Sampson & Masters, Inc., at 209 Post 
St., San Francisco, has been pur- 
chased by Hugh T. Manley, will be 
operated under his name. 

ae C. & H. Pearl & Diamond Co., Inc., 
importers of pearls, diamonds and 
precious and semi-precious stones, is 
now located in new quarters at 8350 
Market St., San Francisco. Owners 
are Charles Cherwin and Harrison 
Fisher. 

a Ralph C. Lee, president of Gensler- 
Lee, California diamond store chain, 
has opened a new branch, in Marys- 
ville, Cal. 

= Guest speaker at the Apr. 22 meet- 
ing of the Santa Barbara Watchmak- 
ers & Jewelers Guild was Norman 
Luth of Tower Jewelry in Huntington 
Park, Cal. Luth advocated national 
watch registration (he is president of 
the United Horological Association of 
America). Meetings are held on the 
fourth Wednesday of each month. 
Group president is Arnold Paratte. 
= Benjamin B. Sherwood, 62, one of 
the founders of LeRoy’s Jewelers in 
Los Angeles, died Apr. 13. He was a 
member of Governor Brown’s Busi- 
ness Advisory Council, was chairman 
of the board of LeRoy’s, served in 
many welfare and civic organizations, 
including the United Jewish Welfare 
Fund. He was one of the organizers 
and first president of the Jewelers 
24 Karat Club of Southern California. 
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COMING EVENTS 


JUN E 


3-5—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 
_5-7—Texas Watchmakers’ Associa- 
tion annual convention, San Antonio. 

9-10—Educational Jewelry Manu- 
facturers’ Association annual conven- 
tion, New York. 

_ 18-14—Louisiana Horological Asso- 
ciation annual convention, Alexandria. 

15-26—15th Floor Decorative Ac- 
cessories Show, Merchant Mart, Chi- 
cago. 

21-22—Vermont 
Association annual 
Lodge, Stowe. 

28-29—-New Hampshire Retail Jew- 
elers Association annual convention, 
Lake Tarleton Club, Pike. 

28-July 3—New York Lamp and 
Homefurnishing Accessories Show, 
Hotel New Yorker and Trade Show 
Building. 


Retail Jewelers 
convention, The 


ee a 


6-10—China and Glass Market 
Week, New York showrooms. 

12-13—Mississippi Retail Jewelers 
Association annual convention, Buena 
Vista Hotel, Biloxi. 

12-15—Cincinnati Gift Show, Neth- 
erland Hilton Hotel. 

19-21—-Southern Jewelry Show, 
Henry Grady Hotel, Atlanta, Ga. 

19-22—-Washington Gift Show, 
Hotel Willard. 

19-22—-Southern Jewelry Travelers 
Association annual convention and 
mon Henry Grady Hotel, Atlanta, 


a. 

19-22—-Southeastern China, Glass 
and Gift Market, Biltmore Hotel and 
Municipal Auditorium, Atlanta, Ga. 

19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show, Morrison Hotel. 

26-29—New Orleans “Buyers Mardi 
Gras” Gift and Jewelry Show, Roose- 


velt Hotel. 

26-29—Indianapolis Gift Show, 
Hotel Claypool. 

26-29—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

26-31—California Gift Show, Brack 


Shops, Merchandise Mart, Biltmore 
and Ambassador Hotels, Los Angeles. 


AVG@UsT 


2-5—San Francisco China, Glass, 
Gift and Jewelry Show, Brooks Hall, 
Sheraton-Palace and St. Francis 
Hotels and Western Merchandise 
Mart. 

2-5—7lst National Association of 
Variety Stores Chicago Merchandise 
Show, LaSalle Hotel. 

2-5—Buffalo Gift Show, Hotel Stat- 
ler Hilton. 

2-13—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

2-14—-Merchandise Mart China, 
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Glass and Gift Market, Chicago. 
9-12—Memphis “Cotton States” 
Gift, Jewelry and Stationery Show, 
Municipal Auditorium, Memphis, 
Tenn. 
9-12—Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels. 


9-13—Retail Jewelers of America, | 


Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

15-17—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 


16-19—Pittsburgh Gift Show, Penn- | 


Sheraton Hotel. 


16-19—Seattle Gift Show, Civie Au- | 


ditorium, Olympic and New Washing- 
ton Hotels and Terminal Sales Build- 
ing. 

23-25—Spokane Gift Show, Daven- 
port Hotel. 

23-28—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 


30-Sept. 1—California Retail Jewel- | 
convention, | 


ers Association annual 
Statler Hotel, Los Angeles. 
30-Sept. 2— Retail 


Statler Hotel, Los Angeles. 


30-Sept. 2--Ohio State Gift Show, | 


Hotel Deshler-Hilton, Columbus. 

30-Sept. 2—Minneapolis China, 
Glass, Gift and Stationery Show, 
Radisson Hotel. 


SE&etrprtrTewmwmesbe R 


5—Tola Tumbleweeds annual con- 


vention, Hotel Adolphus, Dallas, Tex. | 


5—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las. 

6-7—Ohio Retail Jewelers Associa- 
tion annual convention, Cleveland. 

6-9—Miami Gift, Jewelry, Station- 


ery and Toys Show, Bay Front Av- | 


ditorium, Miami, Fla. 
6-10—Allied Gift & Jewelry Show 

(fall), Hotel Adolphus, Dallas. 
6-10—Detroit Gift Show, 

Statler-Sheraton and Cadillac. 


8.16—Cleveland Gift Show, Hotel | 


Statler-Hilton. 

13-17—Boston Gift Show, Hotel 
Statler and First Corps Armory. 

19-20—Horological Association of 
Iowa annual convention, Roosevelt 
Hotel, Cedar Rapids. 

19-20—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

19-20—Iowa Retail Jewelers Associ- 
ation annual convention, Hotel Roose- 
velt, Cedar Rapids. 

20-23—Denver Gift & Jewelry Show 
(fall), Hotel Albany. 

22-Oct. 3—London World 
Fair, Alexandra Palace. 

27—Arizona Retail Jewelers Asso- 
ciation annual convention, Phoenix. 

27-29 — Phoenix Gift & Jewelry 
Show, Westward Ho Hotel. 

27-30—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


Trade 











4 AUCTIONS 


WORK WONDERS 


. when conducted by Brill & Colmes, 
one of the nation's leading auctioneers, 
specializing in sales promotions for retail 
jewelers for over 35 years. 

Our modern, dignified sales building meth- 
ods and “know-how” have done wonders 
for jewelers seeking quick, ready cash to 
continue in business or liquidation through 
a retail or auction sale or a combination 
of both. Whatever your needs or plans, 
let us talk it over now and plan ahead. 


Write - Wire + Phone Collect 
No Obligation ~- in Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N.Y. 36, JU 6-2334 








Jewelers of | 
America, Inc., Pacific Jewelry Show, | 


' Members Jewelers Board of Trade 








Hotels | 


Jewelers’ Circular- 
Keystone's 


Classified Section 
consists of: 


@ Situations Wanted 
® Help Wanted 

@ Side Lines 

@ Lines Wanted 


Plus other categories 
to fit your needs 
See page 126 




















MOVEMENTS 
& FIT-UPS 


for 8-Day & Grandmother clocks 


We manufacture a large range of move- 
ments and fit-ups for clocks, watches, and 
barometers. These include Marine, Strikes, 
Chimes, Alarms, etc. 


Manufacturers’ and dealers’ 
inquiries invited 


SMITHS CLOCKS 
& Watches Limited 


Famous for all Time 
45 W. 45th St., New York 36 
Judson 2-3959 
West Coast Distributor: R. W. Holwick, 
372 South Dos Caminos Avenue 
VENTURA, CALIFORNIA 














JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
SERVICE 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 
ing normally $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 


c 


MIGHTY 
MAN 

0 THE 
HAMMER 


tien 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


Experience is the hall-mark 
of the times. 


KEEP IN MIND 

Ability, like experience, 
is not transferable. 

- ” * 
Every sale conducted by Faussett 
with an able associate auctioneer. 

7. a . 
Often we are asked by those 
wishing to buy a store in its 
entirety what we have to offer. 
Therefore kindly give all information 
you can in first letter. 

Se 
We inaugurated the new method 
for advertising and sale of 
fixtures, now being adopted by 
others. 


EVERY LIQUIDATION 


must appear to the public equally 
as important as it does to the owner 
of the store. We specialize in close- 
outs: Forty years an advertiser with 
this, the oldest jewelry trade journal 
in America. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 











Exeeutives 





Stuart C. Hemingway, Jr., has 
been elected to the board of di- 
rectors of International! Silver Co. 
He replaces Alpeck L. Zeitung, 
who has retired. Hemingway joined 
International in 1939, has been 
general sales manager for all 
company wholesale lines. He is 
a graduate of Hotchkiss School 
and of Yale University. 


Durand B. Blatz 


' Harry C. Dutton 


Stuart C. Hemingway, Jr. 


Durand B. Blatz has been elected 
vice-president and treasurer of 
International Silver Co. He suc- 
ceeds George L. Stringer, who is 
retiring. Blatz is a Cornell gradu- 
ate, was general controller for 
Bendix Home Appliances before 
joining International in 1957. 
Harry C. Dutton, president of 
Eaton Paper Corp., has_ been 
elected to the board of directors 
of Gorham Manufacturing Co. 
Gorham recently purchased Eaton. 
George P. Clayson, vice-president 
of Eaton Paper Corp., has been 
elected to the board of directors 
of Gorham Manufacturing Co. 


George P. Clayson 








Personnel 











Dormeyer Corp. recently announced 
the following personnel appointments: 

Frank J. Grand will cover north- 
eastern Ohio. His headquarters will 
be in Cleveland. 

Robert W. Drew will cover Florida. 
His headquarters will be in St. Pe- 
tersburg. 

Earl C. O’Shields will cover the 
Birmingham, Alabama, area. 


Emmett J. Fallon, Jr. has been ap- 


pointed distributor sales manager for 
Jefferson Electric Co. He formerly 
was advertising and sales promotion 
manager. 


Arthur E. Leichtfuss will cover 
Wisconsin and Iowa as sales represen- 
tative for Albert Spring & Co., ring 
stylists. 


Robert A. Koff will be in charge of 
Certified Metals Co.’s Midwest sales 
offices, 29 E. Madison Ave., Chicago. 
Jay Raich will handle all of the com- 
pany’s West Coast sales from his 
offices at 448 S. Hill St., Los Angeles. 
Alan Hatoff will be in charge of the 
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eastern territory from the company’s 
home offices, 119 Edison Place, 
Newark, N. J. 


Sparton S. Duke has been named 
manager of Remington Rand Electric 
Shaver’s southern sales division. He 
will also continue as Dallas branch 
sales manager of the Sperry Rand 
Corp.’s shaver division. 


Al Kaufman has been appointed 
divisional sales manager of Flex-Let 
Corp. He will cover New England, in- 
cluding the Boston area. 


Allen Smith Al Goulpie 


Bulova Watch Co. recently an- 
nounced two new appointments: 

Allen Smith has been named special 
products advertising manager. His 
duties will include liaison with the 
sales department. 

Al Goulpie has been named south- 
eastern divisional sales manager. He 
has been with Bulova for 20 years. 


Oscar Stocker Eduard Van Dam 


Oscar A. Stocker has been appointed 
sales engineer to cover New England 
for the precious metals division of 
Sel-Rex Corp., Nutley, N. J. 


Eduard Van Dam has joined the 
sales staff of J. Solow & Son, New 
York diamond cutters. He will cover 
the Midwest. His office is at 29 E. 
Madison St., Chicago. 


Stanley Manne has been appointed 
Eastern representative of Squire, Inc., 
Taunton, Mass., manufacturers of 
men’s jewelry. 
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SAVES ON 
INVENTORY 


s Upulit 


5 alive with 
< el er- tina 


Bala ‘. @ Makes rings 
° r 
beauty and larger ¥ 


elailit- tale ae: Lae ae smaller 


salelel-ig- heel dle ®@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


®@ Reducing die with 
16 sizing holes permits 
the greatest range of only 9950 
reductions. Time Payments 


Contact your wholesaler or 


1311 LOMBARD © STREET, write for literature to: 
PHILADELPHIA 47, PA. new hermes 


154 West 14th Street, New York 11, N.Y. 
i 


























Use Our 
"DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 


ee 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


ORR — 





All Phones 
RAndolph 


6-9550 





J. BIELER PROMOTIONS i E. Madison St. ALE DIS Bidg.) Chicago 2, Ill. 
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Wyler's "Wycofiex’ watch line 
retails from $19.95 to $24.95 


A new line of jeweled lever 
watches, retailing from $19.95 to 
$24.95, has been introduced by Wyler 
Watch Corp. 

Called “Wycoflex,” the new line is 
designed to give jewelers the advan- 
tage of a quality watch at a volume 
price, Wyler said. Each watch will 
be backed by a year’s guarantee from 
jeweler’s date of sale. The watch is 
shock resistant, waterproof, anti- 
magnetic and has an _ unbreakable 
mainspring. 

A complete promotion package, in- 
cluding newspaper mats, direct mail 


i a, , 
Cae eaters 


brochures and a counter or window 
unit that displays five “Wycoflex” 
watches, is available to retail jewelers. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 


ore’ 
* TE TI wine 


—_ 


‘Step-Up’ unit from Sunbeam 
holds new line of alarm clocks 


Sunbeam’s “Step-Up” display fea- 
tures the company’s new line of alarm 
clocks. 

The unit holds six alarm clocks. It 
is available free with the purchase 
of the six clocks. 

Contact your Sunbeam distributor. 
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Camera on ear provides (ouch!) 
conversation piece, model says 


The Minox B camera is light 
enough to be worn as an earring. 
That’s what model Mary Anne Lejoy 
(below) publicly proved when she 


wore it at a recent dinner engage- 
ment at Chicago’s fashionable Pump 
Room. 

She admitted later, however, that 
the 3%-ounce camera is not the ul- 
timate in comfort, but, she said, as a 
conversation piece it can’t be beat. 

The West German-made Minox B 
has a_ built-in exposure meter, an 
f3.5 focusing lens, two built-in filters, 
and shutter speeds to 1/1000 of a 
second. The camera measures 3% 
inches long and retails for $169.95. 

Contact Kling Photo Corp., 257 
Fourth Ave., New York. 


Custom-made diamond display 
features personalized plaque 


A custom-made diamond showcase 
is available from Columbia Diamond 
Rings as part of its spring promo- 
tional campaign. 

The unit consists of a sloping cen- 
ter piece flanked by two flat floor- 
boards that are adjustable to the 
exact length of any showcase up to 
six feet. A personalized dealer 
plaque that sets into the foreground 
of the center piece and a variety of 
varying-width velvet trays are part 
of the unit. Two side elevations that 
add a dimension of height to each 
wing are optional. 

Contact Columbia Diamond Rings, 
“ia Jamaica Ave., Jamaica (L. I.), 

SF 


Multi-personality ‘Miss Marsh’ 
heads Oneida's retailer service 


To spur consumer sales of sterling, 
silverplate and stainless tableware, 
Oneida Silversmiths has expanded its 
table planning service and appointed 
“Miss Marian Marsh” its director. 

Through the service, “Miss Marsh” 
will be available for in-store personal 
appearances and will consult with 
Oneida retailers in setting up their 
special silver promotions and han- 
dling on-the-spot publicity. 

“This three-in-one service, includ- 
ing publicity, consultation and per- 
sonal appearances, will be _ tailor- 
made for each customer who requests 
it,’ Harold Johnston, manager of 
public relations, said. 

Actually, Johnston said, several 
“Miss Marshes” are available to meet 
the anticipated retailer requests for 
assistance on silver promotions. Sta- 
tioned in New York, Chicago, San 
Francisco and Los Angeles, they are 
silver and table planning experts on 
the staff of J. Walter Thompson Co., 
Oneida’s public relations agency. 

In addition to personal appear- 
ances by “Miss Marsh,” Oneida will 
accelerate its program of national 
publicity in newspapers, television, 
radio and women’s magazines. 

Arrangements for a “Miss Marsh” 
appearance may be made by con- 
tacting Harold Johnston, manager of 
public relations, Oneida Ltd. Silver- 
smiths, Oneida, N. Y. 


Shadow box display is free 
with order for eight tie tacks 


This velvet-cushioned shadow box 
display is free with each order of 
eight cultured pearl tie tacks from 
Foster Metal Products, Inc. 

Display has an easel back and can 
be used in counter or window. 

Through your wholesaler. 
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Giant Eterna watch movement 
draws the crowd at trade fair 


Eterna says their plexiglass dis- 
play movement was one of the most 
attention-getting units at the recent 
U. S. World Trade Fair in New 
York. 

The moving display, 10 times the 
diameter and 915 times the weight of 
an actual Eterna watch movement, 
has 309 parts, including a .001 horse- 
power mainspring. The plexiglass 
used in its construction would make 
4800 watch crystals. The unit re- 
quired 2800 hours of labor to make. 
It has been shown all over the world. 


New ‘Mylar’ initials save time, 
cost less than gold stamping 


With “Mono-Craft” miniature ini- 
tials, says MHollis-Hudson Co., re- 
tailers can personalize an item in less 
than a minute and at less than one 
third the cost of using a gold-stamp- 
ing machine. 

Made of DuPont “Mylar” tape, the 
initials are said to adhere instantly 
and permanently to any flat surface, 
including leather, plastic, wood, met- 
al, glass, cloth, paper and ceramic. 
The gold tone of the initials will not 
fade and they are not affected by 
heat or cold. 

The initials retail for 15¢ each. A 
four-color display unit containing 
1200 initials costs $36 Keystone. 

Contact Hollis-Hudson Co., 
949 Broadway, New York. 


Inc., 


Ultrasonic cleaner features 
two-tank selector, costs $175 


A new ultrasonic cleaner featuring 
a selector switch that permits the op- 
eration of two tanks and a load se- 
lector switch that permits operating 
two immersible transducers in a five- 
gallon tank sells for $175. 

According to the manufacturer, the 
unit is designed to be operated by 
anyone, regardless of technical knowl- 
edge. The transducerized %-gallon 
tank measures 6” x 6” x 6”. The 
18-pound generator is light enough to 
be hung on the wall and thus, the 
manufacturer says, preserve vital 
bench space. The unit operates at a 
frequency of 40 kc. 

Contact Lawrence 
Belleville, N. J. 


Mfg. Corp., 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 


Mrs. America finals June 20; 
Gorham suggests local tie-in 


Contestants from 50 states and the 
District of Columbia will assemble in 
Fort Lauderdale, Fla., for the final 
judging of the Mrs. America contest 
on June 20. 

According to Edwin H. Manning, 
advertising and sales promotion man- 
ager of Gorham Co., a sponsor of the 
Mrs. America promotion, the contest 
is of special importance to retail jew- 
elers. In selecting a winner of the 
contest, heavy emphasis will be placed 
on the good taste and creativity 
shown by each candidate in develop- 
ing beautiful table settings. Gorham 
sterling will be used and it will re- 
ceive a good deal of publicity, he said. 
The publicity will be continued dur- 
ing the summer with articles in news- 
papers and magazines and distribu- 
tion of a color film of the finals. 

The contest finals, televised over 
the CBS network, offers an excellent 
opportunity for local dealer tie-in, 
Gorham said. 


New line of imported watches 
sold only through wholesalers 


Onsa, a new line of imported Swiss 
watches for men and women, will be 
sold only through wholesalers. 

Ralph Salti, president of Onsa 
Watch Co. of America, is currently 
touring the country to introduce the 
new timepieces. 

The Onsa line features a wide va- 
riety of styles, including dress models, 
waterproof models and custom chron- 
ometers, Salti said. 

Contact Onsa Watch Co. of Amer- 
ica, 580 Fifth Ave., New York. 


Clock radio stock computer 
introduced by Telechron Timer 


A pocket-size slide rule that 
analyzes clock radio inventories, pur- 
chases and sales is one of the mer- 
chandising aids featured in the Tele- 
chron Timer “Televan” currently 
visiting clock radio manufacturers 
throughout the country. 

Under the direction of J. H. Mac- 
Leod (shown below with a giant 
model of the slide rule), Telechron 
Timer sales manager, the “Televan” 


is showing manufacturers the latest 
developments in timers and clock 
radio merchandising. 

Designed for distribution through 
clock radio manufacturers, the slide 
rule is of particular value to distrib- 
utor salesmen and clock radio buyers 
in retail stores, MacLeod said. Based 
on 8.6 stock turn annually, it pro- 
vides immediate unit analysis of 
monthly figures by price line for in- 
ventory, sales and purchases for six 
different annual clock radio sales 
volumes ranging from $2,500 to $50,- 
000. 

Contact General Electric Co., Clock 
and Timer Dept., Ashland, Mass. 


Ronson picks products for Father's Day consumer campaign 


Ronson is currently conducting a 
consumer publicity campaign specifi- 
cally promoting three of its products 
as ideal gifts for Father’s Day. 

Publicity kits have been sent to 
product editors of consumer maga- 
zines, newspapers and wire services. 

The three products specifically pro- 


moted by Ronson are its “Varaflame” 
butane table lighter that lights for a 
year on one fueling (suggested retail 
price, $19.95); its “CFL” electric 
shaver ($20 retail); and its “Roto- 
Shine” electric shoe polisher ($19.95 
retail). 

Contact Ronson, Woodbridge, N. Y. 
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Kreisler introduces new series 
of ‘Golden Cavalier’ bands 


“Golden Cavalier” is a new series 
of watch bands for men by Kreisler. 

The new style is being presented in 
four versions: the “Golden Mesh” 
with expansion center; “Golden Mesh” 
with “Dubl-Lock” center snap; the 
“Golden Weave”; and the “Golder 


Duet.” All are available in yellow or 
white gold filled to fit round or rec- 
tangular watches. 

Kreisier is backing the new style 
with a free counter-window display 
(above). The display features a beige- 
velvet contour pad framed in prism- 
cut, ebony-finished wood. It is 
trimmed with gold Mylar. The 
“Golden Cavalier” display is shipped 
free with Kreisler’s assortment 62. 

Contact Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 


Book for brides-to-be provides 
details of wedding etiquette 


Your Wedding, a_ recently pub- 
lished book on wedding etiquette, is 
now being offered to retail jewelers 
for resale. Newspaper ad mats are 
available. 

Written by Mrs. Frank D. Gray, 
the book contains 250 pages of in- 
formation on all phases of wedding 
planning and protocol. The book has 
a padded “Fabrikoid” white on white 
cover decorated with silver and gold 
embossing. It retails for $8.50. A 
complementing book, All About the 
Groom, is planned. 

Contact National Bridal Service, 
Inc., 331 Peachtree St., N. E., At- 
lanta, Ga. 


Bulova's ‘biggest’ campaign features ‘Sea King’ watches 





Bulova has launched what it terms 
“the biggest spring advertising cam- 
paign in recent history.” Center of 
attraction is the company’s new thin 
waterproof watch, “Sea King.” 

Fourteen full-color pages are ap- 
pearing in The Saturday Evening 
Post, Life, Look and Ebony. Sixty- 
four network television commercials 
are featuring the new watch on five 
shows: “The Bob Cummings Show,” 
“M-Squad,” “Cimarron City,” “NBC 
News” and “The Garroway Show.” 

The advertisements describe the 
“Sea King” as the thinnest water- 
proof watch Bulova has made. They 
point out that every “Sea King” is 
tested and certified waterproof by the 
United States Testing Co. 
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Sea =“ 


The “Sea King” is a 17 jewel, 
shock-resistant, anti-magnetic watch 
with an unbreakable mainspring, 
radium dial and sweep-second hand. 
Models retail from $39.75 to $59.50. 

Two watch displays are being of- 
fered to retail jewelers for local tie 
in: One (above, left) is a cinema- 
scope type motion display that in- 
corporates an illuminated shadow box 
with a moving message in full color. 
It holds three boxed watches and a 
strap model mounted on the back 
panel. The other display (above, 
right), a non-motion unit, holds two 
boxed watches and is made of injec- 
tion-molded plastic. 

Contact Bulova Watch Co., Bulova 
Park, Flushing, N. Y. 


Reed & Barton offers include 
cameo pin, envelope stuffers 


In conjunction with the introduction 
of their new “Cameo” sterling pat- 
tern, Reed & Barton has formed the 
“Cameo Club” for retail sales people. 

To qualify for membership, a retail 
salesperson has to sell a 32-piece 
service for eight in “Cameo” or regis- 
ter three brides on the pattern. 

An $11.95 cameo pin set in 12K 
gold and crafted by Van Dell Jewelry 
will be given as a membership gift to 
all qualifying. Applications must be 
in by July 1, 1959. 

Reed and Barton has also an- 
nounced a “Gift-of-the-Month” pro- 
motion for dealers. 

The program provides dealers with 
monthly statement stuffers consisting 
of calendar blotters that feature a 
popular-priced silver item. 

The blotters, imprinted with the 
dealer’s name and address, are avail- 
able for 75¢ per hundred. 

Contact Reed & Barton 
smiths, Taunton, Mass. 
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Display promotes new idea 
in bridal gifts: invitation trays 


/ iy Af, f, i) 23, 
CHA JOF THE DS. vil 


This display card promotes one of 
the latest ideas in the bridal gift line: 
invitation trays. 

The invitation tray can be sent as 
a gift to the bride-to-be with the in- 
vitation or announcement that was 
sent to the giver mounted on it. In 
polished gold or silver-colored rho- 
dium, they retail at $4.95 Keystone. 
The display holds two _ invitation 
trays. 

Contact Raimond Inc., 
change St., Malden, Mass. 
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Anson 'slide-grip’ display free 
with three-dozen assortment 


This Anson display is free with an 
assortment of three dozen tie “slide- 
grips” ($1.50 each retail). 

The display measures 12 inches 
high, 7% inches wide. Each of the 
three velvet-covered panels hold 12 
‘“‘slide-grips”; the center panel turns. 

Each “slide-grip” is gift packaged 
in a colorful flannel bag with pull 
string. 

Contact your Anson distributor. 


Copper-stainless line developed 
by Landers, Frary & Clark 


A new line of portable cooking ap- 
pliances employing a development 
said to combine for the first time the 
durability and stain-resistant quali- 
ties of stainless steel with the heat 
conducting advantages of copper has 
been introduced by Landers, Frary & 
Clark. 

The new development, a thick sheet 
of copper sandwiched between two 
sheets of stainless steel, is a result of 
a study by a Landers research team 
and the Bridgeport Brass Co. Be- 
cause the heating element is perma- 
nently fastened to the sandwiched 
copper sheet, the heat is said to travel 
quickly across the bottom of the sur- 
face, almost as though it were sliding 
between the two stainless steel sheets. 
Once the heat reaches the edge of the 
vessel, it rises evenly over the entire 
surface. 

“Tests of heat distribution on these 
new appliances,” said Stanley Fisher, 
Landers vice president of sales, “in- 
dicate the finest heating distribution 
qualities of any products we’ve ever 
tested.” 

The new line includes a 11%” 
skillet with a deep cover, a_ three- 
quart sauce pan and a _ five-quart 
dutch oven. All of the products are 
controlled by the Universal ‘“Cook- 
amatic” probe control which can be 
removed when washing the utensils. 

Contact Landers, Frary & Clark, 
New Britain, Conn. 
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Two new material kits contain 
genuine Gruen watch parts 


Gruen’s material sales division has 
introduced two new watch parts kits. 

The staff, stem and mainspring kit 
(W-6) contains 54 genuine Gruen 
standardized parts and services 34 
Gruen watch models. It costs $12.95. 
Gruen says it saves the watchmaker 
$8.50 in cost of parts alone. 

Crown kit (W-7) contains 24 dust- 
proof and water resistant Gruen 
crowns to service 31 watch models. 
Priced at $8.50, it is said to save the 
watchmaker $3 in parts. 

Each part is individually packaged. 
Each kit comes with a free inter- 
changeability chart. 

From your Gruen material distri- 
butor or the material sales division 
of Gruen Watch Co., 630 Fifth Ave., 
New York. 


Elgin's radio ads said to make 
4,224,000 listener impressions 


Elgin National Watch Co. recently 
launched an extensive spot announce- 
ment campaign on WCBS radio in 
New York. The promotion is said to 
have scored a weekly total of 4,224,- 
000 listener impressions. 

The campaign, involving 22 an- 
nouncements a week, was designed to 
spur Elgin watch sales during the 
gift-buying season preceding gradua- 
tion time. 

Jewelers in the New York area 
were informed of the campaign 
through a mailing piece. 


New electric counter display 
designed to glow for ‘Glow’ 
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A new electric counter or window 
display is offered retail jewelers by 
the makers of “Glow” jewelry cleaner. 

Made of gold-toned metal, the dis- 
play holds a bottle of “Gow” and 
lights from the inside. It is free with 
an order for one half gross of “Glow” 
jewelry cleaner. 

Contact Zenith Mfg. & Chemical 
Corp., 82 Beekman St., New York. 


Retailers offered floorcase 
as watch band display unit 


This Jacoby-Bender showcase for 
watch bands is now available to retail 
jewelers. 

It measures 36 inches wide, 40 
inches high and 21 inches deep. Two 
fluorescent bulbs light the interior. A 
turntable motor adds motion designed 
to attract shopper interest. Its sliding 
doors are kept secure with a special 
lock and key. 

The floorcase features four rear 
draws, containing 32 compartments, 
which can hold over 500 bands of all 
sizes, carded or boxed. 

Available with a limed oak or 
golden oak finish at no extra charge. 
A special walnut or mahogany finish 
is $5 extra. 

In addition, four interior plastic 
trays, four velvet trays, two satin 
displays with collars for watch or 
identification display and one velvet- 
covered turntable display are included. 


Promotion package designed for 
‘maximum graduation business’ 


Wyler Watch Co. is distributing 
what they term “a complete promo- 
tion program for jewelers interested 
in maximum graduation business.” 

According to Wyler, the package 
covers a complete range of consumer 
media and in-store point of sale aids. 
It is designed to help the retailer 
draw more traffic and realize a 
greater ratio of sales closings per 
potential customer. 

Inexpensive “Class of ’59” keys for 
use as free gifts to graduates are 
part of each promotion package. The 
packages also include free radio and 
television commercials, newspaper 
mats, window displays, prepared 
mailings, complete contest promotions, 
literature and movie theater ads. 

Each jeweler has the option of us- 
ing the complete package or just 
those parts of it he thinks will be 
best for him. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 
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"1959 Imperial’ latest line 
of adding machines by Victor 


“1959 Imperial,” a new line of 
medium - priced adding - subtracting 
machines, features a $99,999,999.99 
capacity, printing press action and 
streamlined styling. 

The new machines also feature 
automatic subtraction, repeat keys, 
non-add keys and automatic credit 
balance. 

In addition, an exclusive “Add-N- 
Mark” feature, which prints gummed 
labels for price-marking merchandise, 
is optional. 

Contact Victor Adding Machine Co., 
3900 N. Rockwell St., Chicago. 


New college ring charm line 
for bracelet, neck chain wear 


Prompted by what they term “an 
all-time high in college enrollments 
and a steadily increasing demand for 
college jewelry,” College Seal & Crest 
Co. has developed a new line of 
charms. 

Using the official college ring top 
as the central motif, the new charms 
are designed to be worn on a bracelet 
or a neck chain. 

The company has prepared a spe- 
cial catalogue sheet showing all avail- 
able styles in the new line of charms. 

Contact College Seal & Crest Co., 
236 Broadway, Cambridge, Mass. 
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MB Goldsmith's 92 years experience in \ 
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refining and valuing jewelry scrap of all kinds \ 


is reflected in the size of the checks | 


that we send you for old gold, gold filled \ 


and plated scrap, optical frames, sweeps, sink 
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settlings, filings and polishings. \ 


CONFIDENT is the word that best \ 


describes the feeling of those who are \ 


familiar with our service. \ 


COMPLETE SATISFACTION expresses \ 


their personal gratification with our pay- \ 


ment and promptness. A trial will 


mean a smile of pleasure for you, too. / 
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SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, Illinois 


74 W. 46th St., New York 36, N. Y. 

















Princess ring display features 
springtime theme with birds 


Iridescent-hued birds provide the 
focal point in this springtime display 
of Princess rings. 

“Make this her happiest spring 
with a Princess diamond ring,” says 
the accompanying sign. 

Contact S. H. Clausin & Co., 41 N. 
12th St., Minneapolis, Minn. 


Bulletin explains components 
of Nivastar's dry lubrication 


A new technical bulletin (No. 8) 
which explains for the first time the 
Nivastar mainspring dry lubrication 
factor “DL-5” is available from Ham- 
mel, Ringlander & Co. 

The bulletin, written by JC-K Horo- 
logical Consultant Henry B. Fried, 
explains that “DL-5” is a microscop- 
ically thin solid layer of polyfiuor- 
inated carbon molecules permanently 
bonded to the Nivastar mainspring. 
The bonding process overcomes the 
problem of mainspring coils pressing 
their lubricants aside and running 
dry. 

Nivastar mainsprings, the bulletin 
points out, are fully resistant to rust, 
magnetism or corrosion due to acids, 
solvents or salt sprays. 

Contact Hammel, Ringlander & Co., 
Inc., Box 100, Madison Square Sta- 
tion, New York. 


Offer includes specially-designed 
Duchess watch band display 


An assortment of 12 ladies’ watch 
attachments in a_ specially-designed 
unit features the Duchess telescope- 
type “Slim-ette” band. The “Slim- 
ette” has a patented “Custom-Size” 
feature which enables sizing the band 
by removing or adding links without 
tools. 

Included in the assortment are 
model 501Z, designed in a series of 
panels modeled in a marquis theme; 
and model 514Z, designed in matched 
cube-shaped segments. Both models 
are available in yellow, pink or white 
gold filled. 

Each band is individually carded, 
sealed in polyethylene plastic and 
price tagged. The display unit is free 
with the special assortment. 

Contact Duchess Jewelry Corp., 300 
Observer Hwy., Hoboken, N. J. 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 





Saxony to begin distribution 
of new men's jewelry line 


Saxony, a new division of Swank, 
Ine., will soon begin wholesale distri- 
bution of a new line of men’s jewelry. 

The line, scheduled to reach the 
retail level by fall, includes belt 
buckles, money clips and key chains 
in base metal, sterling and gold filled. 
Items will retail from $2.50 to $20. 
Jerry Eckland is manager of the new 
division. 

Contact Saxony, 437 Fifth Ave., 
New York. 


Tie-in aids available for Semca 
network television promotion 


Semea and Phinney-Walker clocks 
are scheduled to receive 24 exposures 
over 100 television stations. The 
clocks will be seen, the company says, 
by over 75 million viewers. 

Tie-in merchandising aids are 
available. 

The exposures will take place on 
leading day and night quiz shows, 
including “Beat the Clock,” “The 
Price is Right,” “Treasure Hunt” and 
“The Big Payoff.” 

Contact Semea Clock Co., 30 Irv- 
ing Place, New York. 


Newspaper ad mats available 
monthly from Ring Guild 


The improved art work and layout 
of their free advertising mats have 
brought an increase in requests from 
retailers, says the Ring Guild of 
America, Inc. 


Retailers who have received mats 
for May and June will continue to 





IT’S LUCKY TO WEAR YOUR BIRTHSTONE 


birthstones for 


~THE PEARL 
~ ALEX ANDRITE 
—~ MOONSTONE 


Symbols of health and longevity 


for her: 

A lovely pearl ring, desired by 
every woman for its own beauty 
and charm. Or an alluring 
moonstone ring of limpid and 
misty beauty 


for him: 

An extremely handsome man’s 
ring, set with an alexandrite, 
deep and strong in color—a ring 
he will wear with pride. 


STORE NAME 











receive them for future months on an 
automatic basis. 


Contact Ring Guild of America, 
Inc., 608 Fifth Ave., New York. 
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Feature Ring offers new line 
of ad mats, in-store aids 


A new line of newspaper ad mats 
and a new series of in-store selling 
aids are now available from Feature 
Ring Co. 

Feature Ring Co. announced that 
their rings received 62 per cent of 
all newspaper advertising lineage 
placed by retail jewelers during last 
December. 

Although there are over 75 brands 
of locking diamond rings on the mar- 
ket, advertising continues to favor 
their ring, the company said. 

Contact Feature Ring Co., 130 W. 
46th St., New York. 


Leaflets illustrate design uses 
of Chatham synthetic emeralds 


Cultured Gem Stones, Inc., has pro- 
duced a promotional pamphlet that 
includes leaflets illustrating how lead- 
ing manufacturers used Chatham 
synthetic emeralds in the design of 
rings and jewelry pieces. 

The pamphlet points out to jewel- 
ers that “ ‘The World’s Newest Jewel’ 
is now available in precious jewelry 
for the most discriminating clients.” 

Loose Chatham synthetic emeralds, 
the pamphlet also notes, are available 
in all quality ranges, sizes and shapes. 

Contact Cultured Gem Stones, Inc., 
580 Fifth Ave., New York. 
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color 

and depth 

are keys 

to sales 

with new 
Keystone 

Camera Company 
dealer display 


Jewelers promoting Keystone’s attractive movie camera 

and projector outfits find sales power and eye-appeal combined 
in this attractive three-dimensional display miniature of 

the outfit itself. Used as a product display — it saves valuable 
counter and shelf _ — creates new display opportunities 

for walls and windows — and there’s 

no danger of excessive product handling or damage. 


Especially created for Keystone by 
Kirby-Cogeshall-Steinau Co. Inc., this customer-winning 
point-of-purchase display is now available through 

your Keystone representative. Put it to work for you now! 


ANOTHER 
KCS— 
“SALES” 
ENGINEERED 
DISPLAY 


KCS 


To Manufacturers: For creative, 
hard-selling point-of-purchase displays 
like Keystone’s, with a built-in 
merchandising plan — call KCS! 


KIRBY-COGESHALL-STEINAU CO. INC. 
606 E. CLYBOURN ST., MILWAUKEE, WIS 





® SESSIONS CLOCK CO. recently added a new and 

most interesting timepiece to the growing field 

A CONSTANT-SPEED of electrical horology. It is a battery-driven direct 

current motor clock with a chronometric gover- 

nor. Simply stated, this is a clock in which a 

1) ( MOTOR CLOCK battery operates a small D. C. motor which drives 

‘ ‘ a set of hands. The speed of the motor is governed 

by a balance and hairspring, the purpose of which 

is to permit or deny power to the motor in order 

WITH CH RONOMETRIC to synchronize the motor’s speed (150 r.p.m.). 

The balance makes the usual 300 beats a minute. 

In turn, the motor brush springs act as a constant 

force impulse to the pallet fork which impels the 

GOVERNOR balance. There is no escape wheel; only a pallet 
fork and lever arm. 

This clock measures approximately 134.” x 214” 
and is powered by two pencil-type light batteries 
in parallel. The timekeeping qualities are un- 
usually good. This is due to the constant force 
which impels the balance and controls the speed 
of the D. C. motor which drives the dial train. 
The balance has nothing to do but unlock the 
fork lever from its magneticc banking position. 
The action is fascinating to observe. 

Figure I is a cut-away view of the movement 
side of the clock. Figure II is a schematic of the 
unit. The hairspring and balance (32 and 33) are 
conventionally clock-type, but with cylindrical 
pivots and running in jeweled bearings. In this 


by Henry B. Fried 
JC-K Horological Consultant 


The following numbers are used to 
identify parts in all illustrations ac- 
companying this article: 


1, Rotor pinion. 2, Coil support. 

3, Coil mandrel. 4, Coil. 5, Commuta- 

tor segment. 5a, Commutator seg- 

ment. 6, Rotor arbor. 7, Commutator 

sleeve (concentric). 8, Epoxy resin 

binder (potting). 9, Jewel bearing. 

10, Rotor bridge. 11, Rivet. 12, Brush 

contact (tension spring) to negative 

battery lead. 12a, Brush contact (ten- 

sion spring) to positive battery lead. 

13, Ceramic magnet (field). 14, Out- 

put potence bearing. 15, Magnetic de- 

tainer (horn). 16, Separating washer. 

17, Commutator pin connecting con- 

centric commutator sleeve. 18, Fork 

lever magnetic stud. 19, Fork lever. 

20, Impulse pin (roller pin). 21, Lever 

fork. 22, Balance staff. 23, Banking 

PN pin. 24, Contact lead spring (nega- 
SW) tive). 24a, Contact lead spring (posi- 
\ tive). 25, Contact post (positive). 

26. Contact post (negative). 27, 
Banking pin stops. 28, Fork lever 
staff. 29, Upper pole piece. 30, Lower 











Figure I. Cut-away of Haydon’s di- Figure II. Schematic of the chrono- 
rect current motor with chronometric metric-governed motor in neutral pole piece. 31, Rotor assembly. 32, 
governor, position. Hairspring. 33, Balance wheel. 
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figure the balance impulse pin (20) rests in the 
fork (21). The fork and lever (19) are slightly 
different from the conventional type in that there 
are no pallets—pin or jewel. The fork lever has a 
banking pin (23) set upright near the fork. The 
banking pin comes to rest against the banking pin 
stops (27) which are fingers extending as part 
of the fork-lever bridge. The fork pivots in 
jeweled bearings (28). The lever continues be- 
yond its pivotal point and terminates at a small 
cylindrical stud (18) composed of a magnetic 
ceramic material. 

If we were to grasp the lever fork at its end 
(19) with a tweezer and move it back and forth, 
the balance would start to move—providing we 
could synchronize our moving the pallet with the 
natural period of vibration of the balance. To 
take the place of tweezers, the two long thin 
springs (12 and 12a) perform a somewhat simi- 
lar service, except that they do not move in un- 
ison. Actually, these two springs are the brush 
contacts. The commutator segments (5 and 5a) 
are eccentric, set off a bit from the split com- 
mutator sleeve (7) so that the rotor assembly 
(31), as it turns, will alternately push one spring 
(12) and then the other (12a) aside and, as the 
commutator segments (5 and 5a) pass, will allow 
the contact springs (12 and 12a) to impulse the 
lever. The lever, of course, moves the balance. 








Figure III. The right contact spring 
has made contact with the small- 
radius concentric commutator sleeve, 
completing the electrical circuit. 
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Figure IV. The balance is shown at 
the full extent of its motion and is 
now ready to return. 


However, as mentioned earlier, in order for 
the balance to receive the benefit of the impulses 
of these springs, they must be given at the natural 
speed period of the balance. Here is the way this 
is accomplished. 


Synchronizing the Motor 


In Figure II, the unit is shown in the neutral 
position. One contact spring (12) is connected to 
the terminal contact post (25) which leads to the 
positive terminal of the batteries; the other 
(12a) ends at the terminal (26) for the negative 
battery leads. Both springs have completed an 
electrical circuit upon two of the three commuta- 
tor segments (5 and 5a). This starts the D. C. 
motor turning in a counter-clockwise direction 
and the commutator segment (5) permits the 
spring contact (12a) to push the lever (18) 
which starts the balance. This lever might or- 
dinarily be stopped by the other spring (12), but 
by this time the commutator segment (5a) has 
pushed the spring (12) aside so that the fork 
lever is not stopped by it; nor does it have to push 
it aside. - 

Figure III illustrates the next sequence. As the 
segments (5 and 5a) turn to push the brush con- 
tact (12) aside, out of the way of the moving 
fork lever, the brush contact spring (12a in 
Figure II) makes contact with the commutator 





Figure V. The right contact spring 
is held in the poised position by the 
magnetic attraction of the ceramic 
stud and the field magnetic horn. 





A CONSTANT-SPEED D.C. MOTOR CLOCK (continued) 


sleeve (7). This electrical circuit tends to keep 
the motor going. 

The next sequence appears in Figure IV. As 
it continues turning, the commutator spring (12) 
wants to return and push upon the fork-lever 
stud (18). However, remember that the stud 
(18) is a ceramic magnet. The two horns (15) 
are “bleeder’” magnets deriving their magnetic 
power from the strong ceramic pole pieces (13) 
situated on each side of the unit. When the fork 
lever was pushed to the left (as shown in Figure 
IV), it entered the magnetic field of the bleeder 
horn and, since the stud (18) is also magnetic, 
it was held there. It couldn’t actually come in 
contact with the horn because the banking pin 
(23 in Figure II) prevented it, but the magnetic 
pull is strong enough to keep it there. This allows 
the balance’s roller pin (20) to leave the fork 
without pushing its way out and, at the same 
time, keeps the fork clear of the balance staff so 
that the balance has freedom of motion. (This 
magnetic action takes the place of “draw” in the 
conventional mechanical escapement.) 

Direct current motors tend to speed up or 
slow down with changes in voltage. However, as 
you can see in Figure IV, the commutator seg- 
ments (5 and 5a) have come around and have 
pushed the contact spring aside where it too will 
be magnetically held. Notice, also, that since the 
contact spring (12) is retained outward by the 
magnetically banked fork lever, it does not make 
a contact with the sleeve commutator (7 in 
Figure II). This breaks the electrical circuit and 


the motor will slow down or stop. At this point 
the balance has reached the limit of its excursion. 

On its return trip, the roller re-enters the fork 
and moves it over slightly. As it does, the other 
end of the fork lever, being held in the magnetic 
field of the bleeder horn tip, moves out a cor- 
responding distance (enough to remove it from 
magnetic influence). As it is released, the tensed 
contact spring will also be released and will push 
the lever-end over. The lever-end, in turn, impels 
the moving balance in a counterclockwise direc- 
tion. As the lever is pushed over by this spring 
it enters the magnetic field of the opposite bleeder 
horn tip. It does not have to push the right con- 
tact spring because this spring is being positioned 
by the commutator segments (as shown in Figure 
IV). Since the fork-lever does not have to push 
this spring with it as it moves towards the right, 
the balance is allowed ample motion. Remember 
that its movement to the right was caused by the 
tensed, left contact spring. Since the left spring’s 
“strength” is exactly the same as the right 
spring’s, it does not have the power to move both 
the lever and the right spring. Therefore, the 
unit is designed so that the tensing of the contact 
springs towards their bankings is always done by 
the rotor’s eccentric commutator segments. 


Completing the Circuit 

Figure V shows the next sequence. The right 
contact spring is tensed and held captive by the 
fork-lever end which is in magnetic banking. 
While the commutator segments have now pushed 
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Figure Vic. Cross-section view 
of the rotor. 


Figure Vib. Simplified top view of 
the rotor. 


Figure VIa. A schematic of the three 
elliptical coils. 
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the left contact spring back again, the electrical 
circuit has been broken because the right spring 
is kept away from the small commutator sleeve. 
This causes the motor to idle by momentum until 
the balance releases the fork-lever and the contact 
spring. Thus the cycle is continually repeated, the 
motor moving the contact springs aside while the 
electrical circuit is completed. 

The motor circuit is closed each time the 
balance wheel swings through center in either 
direction, first allowing one (brush) contact 
spring to drop on the small radius of the com- 
mutator (sleeve) and then the other (brush) 
contact spring to drop on the small radius of the 
commutator. The rotor circuit is opened each time 
the commutator segments rotate away from the 
contact spring which is simultaneously restrained 
by the lever; first one side, then the other as the 
fork-lever swings to and fro under control of the 
balance wheel. 

Thus the motor circuit is constantly being 
pulsed or turned “on” or “off.” It is always 
turned “on” when the balance wheel swings 
through center and it is always turned “off” when 
the rotor has rotated one-half turn (as in Figures 
IV or V). Since the start of each pulse is con- 


trolled by the balance wheel which oscillates at 
the standard 300 beats per minute, this results 
in a motor speed of 150 r.p.m. If the battery 
voltage is high, the rotor turns more quickly, but, 
in doing so, shuts its own current off more 
quickly, thus automatically compensating for 
voltage changes. The unit is self-starting because 


Figure VII. Detailed cross section of the motor unit. 
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the (brush) springs have sufficient pressure to 
close the circuit regardless of the position in 
which the motor stops. This means that these 
springs can push the lever slightly aside and at 
the same time make contact with the small radius 
of the commutator when the motor has come to a 
stop. 

In this unit, the balance always receives a 
uniform mechanical power from the contact 
springs, regardless of variations of electrical or 
mechanical conditions in the motor or the move- 
ment. This is because mechanical energy is stored 
in the contact spring when it is lifted by the 
motor commutator segments. This power is al- 
ways uniform because these springs “travel” only 
until they contact the concentric radius of the 
commutator. It makes no difference whether the 
motor has coasted to one position or another. 

The only mechanical work which the balance 
wheel and hairspring system does is to release 
(or unlock) the fork-lever from its magnetic de- 
tainer. This requires no more energy of the bal- 
ance than in unlocking any precision escapement. 
Why not provide a transistor to do the unlocking? 
The release force required in the clock absorbs 
less energy from the balance than the energy re- 
quired to generate a satisfactory signal to trigger 
a transistor. The manufacturer of this unit 
claims that transistors’ characteristics vary in- 
dividually over a temperature range. By compari- 
gon, Sessions says, their system provides much 
less disturbance to the simple harmonic motion 


of the balance unit than would any other. 
(please turn page) 


Figure VIII. Isometric view of the balance and rotor. 








A CONSTANT-SPEED D.C. MOTOR CLOCK (concluded) 


The patents for the unit are held by A. W. 
Haydon, its inventor. He is president of the 
company bearing his name. He is also head of the 
Sessions Clock Co. 


Details of the Motor Unit 


The electrical principle of the operation of the 
motor is the same as any small direct current 
motor having two permanent magnets in the field 
and three coils in the rotor. The rotor coils are 
connected in series, and the junction points are 
connected to the three commutator segments. 
Two of these segments are gold wire loops and 
the third is the small-radius concentric sleeve on 
the motor shaft. Figures Vla, VIb and VIc show 
a schematic of bottom view of the three ellipitical 
coils (4). Each of these coils have 3600 turns of 
wire. They are connected in series as indicated 
in Figure Vla. The outer coil end of one is con- 
nected to the inner core end of another. These 
in turn, are connected at the commutator seg- 
ment-loops (5). The circuit is completed when 
the other (continuous) coil end is connected to 
the small-radius commutator sleeve pin (17). 
Each coil is wound around a mandrel (3). The 
three coils are held in place by a hard resin coil 
support (2). The arrows in each coil show the 
direction of the wind and the rotation of the unit. 

A top view of this rotor is shown in Figure 
Vib. (As in all other figures, the numbers refer 
to the same units.) Notice that the pin (17) is 
the connector to the coil wire for the commutator 
sleeve (7). Figure Vic shows the cross section of 
the rotor. The rotor is mounted on a small pinion 
and arbor, pivoted and running in jeweled bear- 
ings. (1 is the pinion itself which drives the dial 
gear train; 2 is the coil support; 3 is the coil 
mandrel around which the coil, 4, is wound for 
3600 turns on each of the three elliptical coils; 5 
is one of the two gold wire loops which constitute 
the commutator segments; 6 is the pinion arbor, 
or rotor shaft as it is called; and 7 is the small- 
radius commutator sleeve and its coil connection, 
17.) 

Another cross-section view of the motor unit 
is shown in Figure VIJ. Here one can see the two 
gold wire loops (5) which act as the connecting 
points to the coil wire. The thin rotor coils run 
between two permanent magnets (13) which act 
as the field magnets. These magnets act upon the 
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rotor coils through the upper pole pieces (29) and 
the lower pole pieces (30). 

The magnetic banking of the fork lever is ac- 
complished by the magnetic horns (15 in Figure 
II). In Figure VII they are shown in the cross 
section view. They receive their magnetism from 
the upper pole pieces to which they are attached. 
In this figure, the rotor bridge (10) is also shown 
in cross section, as is the lower bearing for the 
pinion (14) and the jewel bearings (9). The 
brush contact springs (12) appear as they would 
when the rotor is in the position shown in Figure 
IT. 


The Rotor Unit 


Figure VIII shows an isometric of the unit and 
should serve as a summary of its components. 
Here the two battery leads (25 and 26) are shown 
with the long brush contact springs (12 and 12a) 
attached. The rotor is shown in a partially cut- 
away view. The positive lead and contact spring 
(12) is in contact with one of the gold wire loops 
(5), but the other brush contact spring is being 
held out of contact with the commutator sleeve 
(7) by the cylindrical magnetic stud at the end 
of the fork lever. In this figure the other spring 
is shown in the magnetic field of the pole-piece 
magnetic horn which acts as a detainer. The con- 
tact spring, being between the horn tip and the 
magnetic stud of the fork-lever, is thus held out of 
contact with the commutator sleeve. The rotor 
coils can be seen between the upper and lower 
pole pieces with the ceramic magnet in rec- 
tangular shape between the upper and lower pole 
pieces. 

The fork and lever are held to one side. The 
lever is pivoted and held in the jeweled bearing 
in the lever bridge. Notice the banking pin of 
the lever: near the fork as it rests against one of 
the banking tabs which are part of the pallet 
bridge. The fork is free of the balance (the hair- 
spring is not shown). 

In the sectional view of the rotor, it can be 
seen that the three elliptical coils are held to the 
coil support (2). They are placed in relation to 
each other with an epoxy resin: a very hard, 
durable plastic which not only serves to keep 
these permanently in place but acts as a very 
efficient protective agent for the coil wires 
against accidental damage or parting. Zee 
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DRUM AND TAPE 
WATCHMASTERS 


Accuracy: 1 part in 100,000. Bench 
space, 84%" x 13”. Odd-beat watches 
print straight-line, on-time records. 
Drum model prints with sapphire 
tipped stylus. Tape model prints by 
special helix. No ink or ribbon. 
Sharp dots on calibrated chart paper 
promote precision timing, depend- 
able trouble-analysis. Watchholders 
test watches in any position. Remov- 
able microphone for testing clocks, 
watches in trays. 








THERE'S NOTHING | | .& WAN !..THE 
LIKE THE DRUM! ff TAPE 1S BEST 


NOW, GENTLEMEN, PLE-E-ZE! 


Aslongas it'sa WatchMaster 
the model is a matter of personal 
choice, but we are glad that you 
both agree on the merit of our... 


ULTRASONIC WATCH CLEANER 


o 


ait 
yA 
SX} 
< oS 
\s Aner 
ELIMAG 


15 times stronger 
than ordinary 
demagnetizers. 


American Time Products, Inc. 
580 Fifth Avenue 
New York 36, N. Y. 


Gentlemen: 
Please arrange for me to have a 
demonstration of the . 


[] Drum or [] Tape WatchMaster 
[] Ultrasonic Cleaner 


Line 


BIGGEST VALUE IN 


Operating Features ULTRASONIC CLEANER 
Bench Advantages Bench space, 84"x13”. Complete 
Economical Maintenance in one cabinet. Pre-set timing of 
Long Life clean, rinse and dry operations. 
Cleans several watches at once. 


Name 
Store Name 
Address 


City, State 


PPPS OS OO OOOO 8228222822 22228828289 
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" Diamond 


WATCHES 


in 
14K white gold 


wih CRYSLER or 
NAME BRAND MOVEMENTS 
DIAMOND WATCH CASES 
To Fit Name Brand Movements 
LOOSE AND MOUNTED DIAMONDS (Re 


AVAILABLE TO RATED JEWELERS 


ON 3 DAY MEMO. 
State Price Range Desired 
a 


7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN’S 
Watches 
THINNEST WATERPROOFS 
& AUTOMATICS 
© 
A BETTER QUALITY 
1-JEWEL PIN LEVER 
Promotional line in Ladies’ novelty & fashion styles 

Men's extra thin watches & alarm clocks 


( RYS LE WATCH & 


JEWELRY CO. 


New York 3 











Find the job you want, 
the help you need, 
In the classified 
section on page 126 


of the 


Jewelers’ Circular- 
Keystone 

















SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 


Our graduates pass H.!.A. and state examina- 
tions and are in great demand. 


Send for free Catalogue 


"Your Future & Our School"’ Bowman Bidg., Lancaster, Pa. 


’ 
rad 


Courses Approved for 
Veterans & State Rehabilitation 














WORKS H O P 
QuESTIONS 
and ANSWERS 


TACHOGRAPHICAL ERROR: With 
reference to the tachograph 
clock in “Workshop Questions 
and Answers” of March JC-K: 
Your answer is almost com- 
pletely stated in error. Sangamo 
tachograph clock parts are 
available from any Wagner dis- 
tributor or jobber. The San- 
gamo tachograph is becoming 
a big name in the trucking in- 
dustry today. In fact, the tacho- 
graph recently figured in a 
Pennsylvania Supreme Court 
decision. The clock was ruled 
legal evidence in a highway fa- 
tality involving two trucks. 
Incidentally, we at Reading 
Speedometer Service Co. re- 
pair these clocks daily. — Peter 
LaFata, president, Reading 
Speedometer Service Co., Read- 
ing, Pa. 


Answer: This is one time we 
are happy to print a question 
which is in fact an answer. We 


were wrong. Thanks for the 
correction. 


% * * 


DILUTING CYANIDE: We have 
some 96-98 per cent sodium 
cyanide balls which need to be 
diluted in water for cleaning of 
jewelry. What is the proper di- 
lution for these balls so as not 
to be too strong for cleaning ?— 
Shearer, The Jeweler, Easton, 
Md. 


Answer: A 96-98 per cent so- 
dium cyanide for cleaning pur- 
poses should be mixed with 
water in the proportion of one 
ounce of the chemical to a gallon 
of water. Observe the following 
in practice: A ball of sodium 
cyanide weighs a little over an 
ounce. Dissolve one ball in a 
half-gallon of water. The solu- 
tion should be used at a room 
temperature of no more than 
70° F. An increase in tempera- 
ture quickens the action of the 
cyanide upon the metal. Attach 
a piece of copper wire to the ob- 
ject to be cleaned and immerse 
it in the solution for about 30 
seconds. Remove, rinse thor- 
oughly and examine. Rub with 
rouged cloth to restore finish. 


* * * 


AUTOMATIC ACCURACY: What, in 
your opinion, can a customer 
expect in accuracy of a better 
grade automatic watch?—B. H. 
Schumacher, Eureka, III. 


Answer: A watch of better 
grade, automatically wound, 
should be able to time within 30 
seconds daily, no matter how 
many different positions it is 
subjected to during the day. 
This means that the watch may 
gain 15 seconds daily in any one 
position and lose that much in 
any other position. The ex- 
tremes will be within 30 sec- 
onds. While some very high 
quality watches will do seem- 
ingly better and some less ex- 
pensive ones appear to perform 
just as well, a very close check 
on their hourly rates might re- 
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veal some surprises. Daily ac- 
curacy may, in fact, result from 
a complexity of errors that 
somehow cancel each other. It 
is even possible to “regulate” 
these errors to the individual 
wearer. Perhaps this was best 
expressed by Mark Twain when 
he wrote (my quotes are from 
memory and not exact): “ 

my watch thereafter went 
neither slow nor fast, nor did it 
keep good time. It wheezed 
along during the day, spitting 
and spurting, racing one minute 
and then slowing down to a walk 
the next. But near the end of 
the day it would race so that it 
just got under the wire, right 


on time.”’ 
ok * * 


JACOT WATCH: I have a Charles 
Jacot hand-made watch and I 
need a new escape wheel. Can I 
get one?—S. C. Cannizzaro, El 
Centro, Calif. 


Answer: You can obtain a 
custom-made escape wheel by 
sending the watch to S. Green- 
glass, J. A. Poltock Co., 15 
Maiden Lane, New York. 

an 


* *k 


GOLD COLORING: What is the 
formula for a good coloring 
solution ?—B. J. Gubbins, Cana- 
joharie, N. Y. 


Answer: Here are two: 

(1) Potassium nitrate: 6 
troy ounces; sodium chloride: 
214 troy ounces; hydrochloric 
acid: 5 fluid ounces; and water: 
21% fluid ounces. 

(2) Potassium nitrate: 6 troy 
ounces; sodium chloride: 3 troy 
ounces; hydrochloric acid: 6 
fluid ounces; and water: 314 
fluid ounces. 


BOOKS 


THE HOROLOVAR 400-DAY CLOCK 
REPAIR GUIDE, by Charles Ter- 
williger. Published by The 
Horolovar Co., Box 299, 
Bronxville, N. Y., $3.95. 


This is a new edition of a 
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manual on the repair of the 
popular but tricky 400 - day 
clock with torsion pendulum. 
Over 12,000 copies of this man- 
ual have been sold in the past, 
and when the last printing was 
recently expended, the author 
revised the book. This new edi- 
tion makes previous editions 
practica:'y obsolete. 


These 160 pages contain a | 


vast amount of practical hints 
for the repairer: The clock’s 


delicate escapement action is | 
explained with good clear draw- | 


ings and simple text; a fine 
trouble - shooting chart pin- 
points disorders; 


repair of these clocks. 


Many new miniature clocks | 
of this type have recently been | 
This new edition | 
lists these and includes spring | 


imported. 


dimensions and service hints 
for each model. Pictures of 
suspension blocks and their as- 
sembly are also ineluded and 
there are over 32 pages of ad- 
ditional repair data. Many new 
plate-backs are listed for easy 
identification in ordering re- 
placement parts and for making 
adjustments peculiar to each 
clock. A visual listing of col- 
lectors’ 


teresting as well as informative | 


to those who desire to know if 
a particular clock has any col- 
lector-appeal. Unlike previous 


editions, the new one is strongly 


bound in hard covers and 
printed on fine paper. It is a 


simple matter to understand | 
the popularity of this book | 
when one considers that a good | 
portion of the questions asked | 
in JC-K’s “Workshop Questions | 
and Answers” are for informa- | 
The | 
watchmaker has found and will | 
continue to find this a rather | 


tion about these clocks. 


inexpensive tool to solve his 


400-day clock problems. 
JC-K Horological Consultant 


—Henry Fried | 








and a series | 
of questions and answers crys- | 
talizes the hundreds of repeated | 
requests for information on the | 


USE EER 
MAINSPRING 


SWISS Giz 
Cewar’ 
UNBREAKABLE 
UNBREAKARLE 
MAINSPRINGS ANTI-MAGNETIC 


RUST RESISTANT 


TO REPAIR 
SWISS 
WATCHES eae 


No. M96—096 Regu- 

lar Wind and 

—_— Automation $60.00 
No. M72—Regular 

Wind only. .$46.95 

The best Swiss Main- 


springs cost no more. 
1 dezen Automatics 
$6.50 


N-DUR-ALL 


=. te ALL 


ngs . 
=: —- ya 
lar makes yaad 


modeis of 
regular wind, 
automatics 


and chro- 
i nographs. 


1 DRAWER STEEL 


AND YOU'LL BE 
LIME | dozen Regular 
1S DONE 
RIGHT! 


ORDER FROM YOUR 
NEWALL JOBBER 


aM 
we NEWALL MEG. CO. 


tueaeca ? ar 














| GREAT IMPROVEMENT FOR FITTING 


REGULAR & TENSION RING CRYSTALS 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 














items should prove in-. 








ACON 
. THE GUARANTEED ware 


ACON watcu crown co. 


50 Eldridge St., New York 2, N. Y. 
Monvlacturers of Gold Filled Crowns 
Complete line including waterproofs 

through Wholesalers & Jobbers 


H CROWN 





HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottle $2.25 * Send for Details 


THE HOROLOVAR CO., BRONXVILLE, N.Y 





29 East Madison Street 


We repair all types of cases, chrone- 
graphs and stainiess, and make coil 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
Chicago 2, Illinois 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED”—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 


addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 


first 25 words; additional words 15 cents per wo 


. Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- 
tions count as words 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 
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a ee ec 
Situations Wanted 


—— ~ 


BOOKKEEPER, F. C. thoroughly experi- 
enced in jewelry and diamonds: also 
selling experience: excellent references : 
address, “C., 4940,” care of IC-K. 


Rs 


EXPERIENCED diamond 
salesman ; married: prefer Western or 
Northwestern location: available now: 
address, “S., 5079," care of JC-K. 


and watch 


se 


MANAGER - SALESMAN. 
create business; complete knowledge of 
all departments: years of experience 
with reliable firms; location optional: 
address, “J., 5082,” care of JC-K. ; 


who likes to 


WATCHMAKER:; good mechanic: over 12 
years fine store experience; take charge 
repairs, sales: New York City, Long 
Island, Suburbs; references: address 
“S., 4944,” care of JC-K 


JEWELER: 12 years’ experience on 
stamped platinum, light handmade gold 
specials and some repairing; wishes 
position: moderate salary; no setting; 
“499.” care of JC-K. 





DIAMOND ASSORTER; number of years 
experience assorting - selecting and 
matching stones for large ring manu- 
facturers: references: N. Y. City pre- 
ferred ; address “501,” care of JC-K. 





CONTROLLER: installment chain expe- 
rience in merchandise and expense bud- 
getting, systems, credit and collection, 
taxes, insurance, borax technician; ad- 
dress, “B., 5058,” care of JC-K. 





DIAMOND BUYER 13 years experience 
top importer: excellent knowledge 
sources ; seeks opportunity ; B.B.A. mer- 
chandising; address, “N., 5067,” care 
of JC-K. 


TALENTED, highly successful, sales pro- 
ducing executive seeks challenging re- 
tail proposition; only local, ambitious, 
well financed top organization with en- 
viable reputation considered: telephone 
LOS ANGELES, DUnkirk 17-2865. 











EXECUTIVE OR MANAGER; chain 
or volume store; 20 years diamonds, 
advertising, promotions, collections, 
buying, display, turnover, sales 
training, stock control; address, 


“J, 5105.” care of JC-K. 





MANAGER-SALESMAN ; 30 years expe- 
rience every phase of credit business; 
real executive ability; refined, reliable 
family man; Florida resident, this area 
preferred; address, “V., 5073,” care of 
JC-K. 





EXPORT-IMPORT administrator pres- 
ently employed retail jewelry chain, 
seeks challenging position utilizing 12 
year background; all phases foreign 
trade and jewelry operation; address, 
“S., 5075,’ care of JC-K. 








SALESMAN; desires change; currently 
representing top line watch company , 
resident and following in Baltimore, 
Washington, Virginia area; prefer to 
represent one fine company ; address, 
“U., 5076,” care of JC-K. 

MANAGER: top notch salesman, 40; 
thoroughly experienced all phases credit 
jewelry operation; ambitious and per- 
sonable; excellent references and back- 
ground; address, “D., 5112,” care of 
JC-K. 








PRODUCTIVE COUNTERMAN seeks po- 
sition reputable wholesale jewelry & 
supply house, New York or Phila.; very 
interesting details confidential; Sunday 
interview ; address, “S., 5094,” care of 
JC-K., 





WATCHMAKER-clock expert; 27 years 
experience; take charge, estimate and 
work at repair dept.; N. Y. C. or Nas- 
sau ,Co. preferred; write ROOM 211, 

315 W. 36th St., N. Y. C.; Phone, LO 3- 

6355. 


A-1 JEWELER in gold, platinum; expert 
repair man; special work, stone and 
diamond setter: rhodium and gold plat- 
ing: 58, excellent health; sober, single, 
go anywhere; store preferred; address, 
“L., 5060,” care of JC-K. 











JEWELRY 





STORE Manager, presently 
employed, desires change; married, 38 
years old; college; successful history of 
store operation; West Coast preferred, 
Washington, Oregon, California; ad- 
dress, “C., 5049,” care of JC-K. 





MANAGER, SALESMAN; age 43; pres- 
ently managing large volume store; top 
experience in all phases of credit op- 
eration: former owner; interested in 
Florida only; address, “S, 5117,” care 
of JC-K. 
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Street 
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SALESMAN; JEWELRY BOXES; to re- 
tailers, wholesalers, importers, manu- 
facturers ; Metropolitan New York, New 
Jersey; occasional distant trips; high- 
est reference; monthly draw; address, 
“S., 5018,” care of JC-K 





DIAMOND EXPERT; top man with 15 
years experience in all phases of dia- 
mond business; buyer; member of Dia- 
mond Dealers Club; access to first-hand 
supply sources; address, “H., 5078,” 
care of JC-K. 





KEY EXECUTIVE who combines 
practical merchandising ability with 
strong promotional performance; 
17 years top level manager of 
$750,000 volume; also 5 years su- 
pervision of group stores; address, 


“F, 5086,” care of JC-K. 


SALESMAN calling on better jewelry 
stores; territory presently covered 
Penna., Delaware, Maryland, District of 
Columbia and West Virginia: estab- 
lished line only considered: best refer- 
ences: address, “W., 5011,” care of 
JC-K 





SALESMAN, traveling Pacific Coast and 
Arizona desires a top line; he now has 
a top line and needs one more good one: 
it will be a mutual financial benefit if 
you will contact this man at once; top 
references; available immediately; ad- 
dress, “F., 5096,” care of JC-K 





JEWELRY CONCE 
years) Manager seeking position as 
manager of store or buyer for Dept. 
store in Chicago or Suburbs: age 37: 
top experience in all phases; best of 
references: minimum § salary, 38, 000; 
address, “H., 5102,” care of ICc-K 


SSION (past 10 


— _ —————$ Se = a 


SALESMINDED CREDIT MAN: 
closer; extremely 


expert 
versatile expediting 
interviews, investigations: proficient 
collection correspondent: present job 
Manhattan vicinity; salary open: con- 
fidential; address, “S., 5097,” care of 
JC-K 


—<$______ ————— a ~— - —— 


EXECUTIVE-MANAGER: over 20 years 
experience all phases jewelry chain 
store operation; presently employed as 
manager large volume store: would like 
to relocate in Metropolitan New York 
or New Jersey: address, “C., 5087,” 
care of JC-K. 


———$ ——— —— 


YOUNG EXECUTIVE: merchandising 
manager, stylist; presently employed: 
thorough knowledge of every phase of 
watch industry including sales; trained 
here and abroad: ability to forecast 
market trends, creative ideas: wishes 
challenging position with a quality and 


prestige watch concern; address, ‘502,” 
care of JC-K. 


a ——E 


SALESMAN; ability you may use at a 
profit is available in a man who has 14 
vears of seasoned, resultful experience 
in sales for a jewelry distributor: he 
wishes to represent a watch company 
in metropolitan New York; draw 
against commission: employed but 
available at your convenience for an 
interview or will send additional facts 
by mail; address, “R., 5052,” care of 
JC-K., 


_—- ee ———$—$_—___— 


TOP DIAMOND MAN: 30 years experi- 
ence as all around diamond setter on 
platinum and gold; round or fancies; 
expert grader and assorter plus ap- 
praiser; very well versed in manufac- 
turing of fine diamond jewelry; stock 
or special order; have wholesale and 
retail background as salesman and 
buyer in diamonds; either mounted or 
loose; am interested in Florida or 
Southern California: wholesale or re- 
tail: address, “L., 5091,” care of JC-K. 
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Lines Wanted 


SALESMAN: Southeast, covers fine jewel- 
ers, gift and specialty shops; wants a 
good line of High Styled fashion jew- 
elry; address, “R., 4997,” care of JC-K. 





MFG. REP.; California, Arizona, Nevada, 
New Mexico since 1946, wants short 
compact popular priced quality lines; 
selling to retail jewelers trade; address, 
“G., 4726,” care of JC-K. 





SALESMAN; I have many active ac- 
counts in New York and neighboring 
states; now open for strong competi- 
tive line; address, “G., 5074,” care of 
J 





SIDE line of findings, gold, sterling silver 
and gold filled: experience with good 
following; 8 years traveling, New York 
through to North Carolina; address, 
“M., 3083,” care of JC-K. 


FINE QUALITY LINE for better quality 
jewelers, for West Coast, to supplement 
a Bread & Butter line that any jewel- 
ee ee address, “W., 5104,” care of 

Cc 











STERLING HOLLOWWARE line wanted 
to supplement silver-plated line I am 
now selling jewelers and dept. stores; 
New York, New Jersey, Conn., R. I.; 
address, “S., 5106,” care of JC-K 





WEST COAST: representation avail- 
able; successful salesman now call- 
ing on better jewelers, seeking ad- 
ditional line; will consider reputa- 
ble manufacturers only; address, 


“H, 5055,” eare of JC-K. 


SALES REPRESENTATIVE, 30: pres- 
ently employed covering New England 
jewelers, gifts, department stores; ex- 
perienced in silver flatware and hollow- 
ware: interested in any gift hollow- 
ware lines: costume jewelry; address, 
“D., 5113,” care of JC-K. 





SALESMAN calling on mail order houses, 
jewelers, department stores: territory, 
Middlewest: excellent following; best 
references: desires connection with 
sound firm established in territory or 
top potential: address, “IL.., 5103,” care 
of JC-K. 


SOUTHERN STATES representative 
wants good costume jewelry line with 
established accounts as companion line; 
right line could develop into sole line; 
have excellent following in fine jewelry 

address, “W., 5083,” care of 





stores; 
JC-K. 

TRAVELING Louisiana, Mississippi, 
Texas: want gold filled or 14K line; 
preferably mfg. rep.; might consider 
other lines: no diamonds: fine follow- 
ing: prefer lines established in this 
area: open to suggestions; address, “L., 
5084," care of JC-K. 


MANY, MANY CONTACTS; thorough- 
ly familiar with Western Europe; 
leaving July, extended trip; will ac- 
cept commissions involving any as- 
pect of jewelry business; specialties: 
colored stones, original models for 
casting, sources; BOX 1113, Santa 
Monica, Calif. 








TEXAS, OKLAHOMA, LOUISIANA, 
NE W MEXICO AND ARKANSAS rep- 
resentation available: Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
The Dallas Trade Mart, 2100 Stenmons 
Freeway, Dallas 7, Texas. 























senso a Em 
Side Lines 











JEWELRY SALESMAN to carry fancy 
pearl rings ilne; 14K gold eines ad- 
dress, “S., 5057, ” care of JC-K 





MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following: commission basis; ad- 
dress, “K., 4745,” care of JC-K. 








SALESMAN to represent a manufacturer 
for a side line of wedding rings, mount- 
ings, ete., a quick selling line; commis- 
sion basis: write in detail; address, 
“S., 5070,” care of JC-K 





SALESMAN wanted to sell nationally ad- 
vertised line men’s jewelry to retail 
jewelers in Manhattan & Bronx; com- 
mission: address, “B., 5063,” care of 
JIC-K 








COSTUME JEWELRY Salesmen wanted 
to sell jewelry displays as a sideline; 
sell from photo, no samples to carry 
top commissions; address, “P, 5118." 
care of JC-K. 





IF YOU ARE a salesman who can use a 
good sideline to great advantage please 
write at once: this stainless steel table- 
ware brings you up to $22.00 profit on a 
single order; address, “F., 5092,” care 
of JC-K. 





SALESMAN: covering retail jewelers; 
complete line sterling, religious medals; 
excellent repeat business; liberal com- 
mission ; state territory, experience, ref- 
erences: address “S., 5054,” care of 
JIC-K., 








SALESMEN with established territory to 
carry a popular priced gold ring line; 
commission; state experience, territory 
and references; SCHWARTZ JEW- 
ELRY CoO., Inc., 850 Elk St., Buffalo 
10, N. ¥. 


SALESMEN calling on jewelry and cos- 
tume jewelry wholesalers, wanted for 
terrific value boxed simulated pear! 
line: also cultured pearls; liberal com- 
mission: small line: most territories 
open; address, “G., 5085,” care of JC-K. 





SALESMAN; territory, Middle West; 
manufacturers’ line of 14K dia- 
mond fancy rings; also plain cul- 
tured pearl rings and combination 
of genuine rubies and cultured 
pearls; commission basis; address, 


“500.” care of JC-K. 





SALESMEN ealling on retail stores 
can increase their earnings by car- 
rying an excellent line of jewelry 
boxes; straight commission basis; 
non-conflicting side lines accepta- 
ble; advise territory you cover; ad- 


dress, “M, 5065,” care of JC-K. 


SALESMEN (2); blanket coverage; (1) 
Michigan, Ohio; (2) Oregon, Washing- 
ton, Idaho: a complete line of watch- 
bands directly to retail outlets for the 
man seeking to equal present main line 
earnings and/or supplant it; address, 
“E., 5059,” care of JC-K. 


ae a ee 





SALES REPRESENTATIVE:  excep- 
tional opportunity; 11 West Coast 
States; 20% commission; non-com- 
petitive; genuine, nationally sold; 
direct to jewelers by long establish- 
ed firm of highest reputation; write 
complete details; address, “A, 


5099,” care of JC-K. 
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Se ee RO RR et ee Te RR RE ne a 


LEADING JEWELRY BOX manufac- 
turer needs salesman or manufac- 
turers’ representative now selling 
retail jewelers non-competitive line 
to sell ours as side line, Chicago 
and Illinois; commission basis; re- 
plies confidential; address, “W, 
5088,”’ care of JC-K. 





REPRESENTATIVE FOR Washington, 
D. C., Maryland, Virginia, West Vir- 
ginia: to sell America’s most widely ac- 
cepted popularly priced watch band line, 
selling directly to retailers and made in 
the U. S. A.;: our products are nation- 
ally known and universally accepted ; 
address, “E., 5071,” care of JC-K. 


RELIABLE top salesmen calling on re- 
tail, chain, gift, department stores and 
mail order, looking for a strong com- 
pact and very popular priced diamond 
pearl 14K pendant line; excellent com- 
mission: first letter state territory, ex- 
perience, present lines and references ; 
address, “R., 5051,” care of JC-K. 





—_—-——— -———— 


SALESMAN wanted to represent manu- 
facturer of extensive line of mountings 
consisting of engagement and wedding 
ring sets, fancy and cocktail rings, 
faney wedding rings, pendants, pearl 
rings and earrings: 100% commission 
basis: most territories open: address, 
“M., 5029,” care of JC-K. 





SALESMAN wanted to represent manu- 
facturer of extensive line of mountings 
consisting of engagement and wedding 
ring sets, fancy and cocktail rings, 
fancy wedding rings, pendants, pearl 
rings and earrings: 10% commission 
basis; most territories open; address, 
“M., 5029,” care of JC-K. 


COSTUME JEWELRY manufacturer 
selling direct to retail stores for 
over 10 years, now revising terri- 
tories; wants only experienced men 
calling on retail jewelry and special- 
ty shops; we have a 2 case line 
and pay 12% commission; we are 
one of the top manufacturers of 
prong set rhinestone and colored 
stone merchandise: also beaded 
and manipulated goods; will con- 
sider only men with previous ex- 
perience selling costume jewelry; 
give full details as to territory cov- 
ered and firms worked for, ete.; 


address, “L, 4974,” care of JC-K. 





IRS TO ALTE HAL 8 Ne LIT TTS TE 
Help Wanted 


ENGRAVER for high quality retail jew- 
elry store; GRUNEWALD & ADAMS, 
Box 270, Tucson, Arizona. 





TYPIST-light steno; diamond office, 
some experience in handling goods: 
9-5, benefits; state experience; ad- 
dress, “F, 5119,” care of JC-K. 





JEWELRY Repairman, with ability to 
wait on retail trade; give experience 
and salary expected: GEO. W. SPIER, 
$06 14th St. N.W., Washington 5, D. C. 





WANTED ; salesman for aggressive credit 
store; opportunity for advancement; 
must be able to sell; write experience; 
GAY JEWELERS, CARLISLE, PA. 








JEWELER about 10 to 15 years experi- 
ence; one capable of supervising; won- 
derful opportunity for a capable man; 
write in detail; address, “S., 5069,” 
care of JC-K. 
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WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job: 
state age, experience, salary expected, 
in first letter; address, “R., 2165” care 
of JC-K. 





MANAGER; young, hardworking, inter- 
ested in future; must be capable in all 
phases of the credit jewelry business; 
located Southern California: dry cli- 
mate; please send photo and experi- 
ence ; address, “G., 5090,” care of JC-K. 





HIGH QUALITY jewelry Repairman for 
retail jewelry stores; experienced in all 
phases of repairing and manufacturing 
in gold, platinum and diamond setting; 
*RUNEWALD ADAMS, Box 270, 
Tucson, Arizona. 





QUALITY Watchmaker for leading jew- 
eler: modern, air conditioned store: ul- 
trasonic automatic equipment: perma- 
nent; state age, experience, references 
first letter: SAGEMANS JEWELRY, 
Bad Axe, Michigan. 




















MANAGER for Florida Credit Jewelry 
Store; excellent opportunity for 
qualified sales promoter; give age, 
experience and all particulars, in- 
cluding salary: enclose photo if pos- 
sible; address, “F, 5110,” care of 
Jc-K. 





SALESMEN FOR SOUTHWEST; 
America’s most comprehensive, best- 
known and only advertised line of 
Searab Jewelry, dise jewelry, ident. 
bracelets, money clips; drawing ac- 
count; ADMARK, 714 Sansom St., 
Phila. 6, Pa. 





WANTED: Manager & Assistant Manager 
for Middlewest: must have experience 
in all phases of credit & cash jewelry 
store; permanent position for the right 
man; give full particulars in first letter 
as to age, references, etc.; address “W.., 
4930,” care of JC-K. 





SALESMEN: well known diamond ring 
house wishes to add to sales force for 
the South and Middle West: liberal 
commissions, liberal drawing account; 
one with following; write giving full 
details in first letter; address, “R., 
5098,” care of JC-K. 





SALESMAN for Southern States with 
following among dept. stores, jewelers, 
gift shops, etc., to represent well-known 
popular priced line of silverplated hol- 
lowware, chrome and brass giftware; 
commission basis; address, “K., 5100,” 
care of JC-K. 





WE HAVE OPENING for a first class 
man in our jewelry Manufacturing 
dept.; need one who can make set and 
finish special orders in 5 man well 
equipped shop; ideal climate, best of 
working conditions; age, references, ex- 
perience: F. D. FOGG & CO., JEWEL- 
ERS, Albuquerque, New Mexico. 





WANTED; good & capable man as man- 
ager and partner in a good reliable 
money making store; must be good 
worker; have good references; must 
know all phases in managing jewelry 
store for one of the largest stores in 
the middlewest; must have capital; ad- 
dress, “B., 4931,” care of JC-K. 





SALESMAN WANTED for Middlewest 
territory; line consists of popular 
priced delivery and sample diamond 
rings; must be resident of the area and 
willing to travel by car; following im- 
portant; draw against commission; 
non-conflicting line acceptable; address, 


““H., 4988,” care of JC-K. 


SALESMAN WANTED for Southwest 
territory ; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and willing 
to travel by car; following important: 
draw against commission; non-conflict- 
ing line acceptable; write, “K., 4989,” 
care of JC-K. 





WEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel draw; opportunity for perma- 
nent position with reputable com- 
pany; full particulars first letter; 
send photograph; replies confiden- 
tial; address, “F, 4776.” care of 
Jc-K, 


SALESMAN to represent established and 
centrally located Midwest diamond 
house; most comprehensive and well 
merchandised diamond line; experience 
and following preferred for full line or 
as side line; Midwest and South open; 
liberal drawing against commission; 
reply to THE VICTOR CORP., 205 E. 
6th St., Cincinnati 2, Ohio. 








RELIGIOUS JEWELRY SALESMEN 
with retail following for Maryland, 
Washington area or New York State 
area; many active accounts; cata- 
logue available for additional sales; 
12144% commission; only appli- 
cants who can offer extensive cov- 
erage need apply; sideline permit- 
ted; address, “L, 5107,” care of 
JC-K. 





REPUTABLE MANUFACTURER of 
bangle bracelets, pins, earrings, 
rings in 14K & 18K. gold has open- 
ing for Mid-West salesman calling 
on better retail stores; excellent op- 
portunity for salesman _ carrying 
other gold lines with following; only 
top calibre salesman considered; 
replies confidential; address, 


498.” care of JC-K. 











RUDOLPH’S DEPENDABLE JEWEL- 
ERS; one of the largest and eldest 
jewelry chains in East, with head- 
quarters in Syracuse, N. Y., need 
young aggressive credit jewelry 
salesmen who aspire to become 
managers; good starting salary, un- 
limited opportunity, pension plan; 
Write S. W. RUDOLPH, 541 5S. 


Clinton St., Syracuse, N. Y. 








SALESMAN TO SELL sterling silver, 
flatware and hollowware; also qual- 
ity pewter including Williamsburg 
Reproductions for Midwestern 
states; should have kindred line or 
lines and be familiar with quality 
jewelers and better department 
stores; address, THE STIEFF CO., 
Wyman Park Driveway, Baltimore 


11, Maryland. 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 245 23rd St., Toledo, 
Ohio. 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 





SALESMEN ; excellent opportunity with a 
National organization selling sterling 
rings to retail jewelers; light-weight 
compact sample line; following states 
open: North Carolina, South Carolina, 
Delaware, Tennessee, Maryland, Vir- 
ginias, Alabama, Georgia, Mississippi, 
Louisiana, Kentueky, Arkansas, Utah, 
Montana, Wyoming, Colorado, Texas, 
Oklahoma ; GAINSBORO OF BOSTON, 
1330 Beacon St., Brookline, Mass. 





SALESMAN WANTED; unusual op- 
portunity for experienced retail 
jewelry salesman in one of Mid- 
south’s largest stores; offer top sal- 
ary to right man, major medical 
benefits, paid vacations; write at 
once, stating age, experience, sal- 
ary now making, salary desired; en- 
close a recent snapshot; DREIFUS 
JEWELRY CO., 55 S. Main, Mem- 
phis, Tenn. 





MANAGER experienced in operating 
aggressive credit operation; we are 
an expanding chain, metropolitan 
New York City area and want to 
pay top money to top grade men; 
you must be an excellent salesman 
and good administrator; send com- 
plete resume; correspondence will 
be confidential and with principal 
only ; address, “T, 5050,” care of 


JC-K. 


ee 





SALESMAN WANTED for Calif. and sur- 
rounding territories; we manufacture 
diamond single stone rings, wedding 
rings, diamond watches and diamond 
attachments, both in platinum and gold; 
we have an extensive line of “Linde 
Star Sapphires” in gents and ladies 
rings ; splendid opportunity for honest, 
conscientious man ; liberal commissions ; 
non-conflicting line acceptable; all re- 
plies held confidential ; address, “M., 
9101,” care of JC-K. 





WANTED: A TOP-NOTCH DIAMOND 
SALESMAN; we are looking for a 
fully experienced salesman to carry one 
of the best rated diamond lines in 
America to established and well rated 
jewelers in Minnesota, North and South 
Dakota; only a man with a high earn- 
ing record who enjoys the challenge of 
an opportunity limited only by your 
ability, enthusiasm and drive, need 
apply; the man selected will receive 
travel expenses, a good draw, plus 
numerous fringe benefits; if you are 
the man, tell us all about yourself in a 

letter addressed to, “C., 5111,” care of 





DYNAMIC LINE for jewelry salesmen: 
retail following; sell patented Vari- 
Gem ladies & gents gold stone ring 
line with the amazing interchangeable 
stones; exclusive feature, retailer him- 
self can switch & set a variety of 
stones in a Vari-Gem ring in 60 
seconds; increases sales, reduces in- 
ventory; compact line; excellent com- 
mission ; territories open ; Illinois, Mich- 
igan, New England, New York State, 
Penna. (excluding metropolitan Phila.), 
New Jersey, New York City; DAVID 
PFEFFER CoO., INC., 106 Fulton St., 
New York 38, N. Y. 





MANAGER-SALESMAN; wonderful op- 
portunity for reliable, experienced, ca- 
pable, top flight, high calibre man; ex- 
cellent potential and steady position 
with established and growing Southern 
Florida concern; engaged in retail 
sales, diamonds, fine and precious jew- 
elry, silver and china to a high class 
clientele; salary, incentive and bonus 
commensurate with experience, ability 
and background; write fully including 
complete resume and recent photo; ap- 
plicant must stand rigid and thorough 
investigation; replies held in strict con- 
ee address, “B., 5037,” care of 
JC-K, 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1959 





EXPERIENCED TRAVELING JEW- 
ELRY SALESMAN; unusual oppor- 
tunity for traveling salesman with 
firm rated over one million dollars; 
reputation best in America; States: 
Kentucky, Mississippi. Tennessee, 
Alabama; distributes every top, well 
known line exclusive to retail jew- 
elers; diamonds, jewelry, watches, 
silverware, clocks, appliances; tre- 
mendous line, consisting of 12 large 
grips; takes strong, healthy, ag- 
gressive man to fill the job; distribu- 
tor salesman with following added to 
our clientele could be very lucra- 
tive; state age, experience and 
sales and earnings record in first 
application; everything strictly con- 
fidential; address, ““H, 5061,” care 
of JC-K. 





WATCHMAKER; opportunity to as- 
sume responsibility; well establish- 
ed good size firm specializing in the 
service and sale of high grade 
watches only; no trade work; owner 
unable to devote time to business; 
ideal place to live and bring up a 
family; lakes and mountains at 
your door; I. B. M. and G. E. plants 
expanding; population of city and 
surrounding communities 65,000; 
home of St. Michael’s College and 
University of Vermont; reasonable 
new housing cost; if you can stand 
the damp winters on the coast you 
will welcome the dry ones here; 
a combination of percentage and 
profit sharing; TICK TOCK SHOP, 
185 Bank St., Burlington, Vt. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY STORE; Miami, Fla.; 100% 
location; 5 years; address, “P., 5064,” 
care of JC-K. 





STORE FOR SALE, with or without mer- 
chandise, in Colorado Springs; address, 
“W., 5095,” care of JC-K. 





FLORIDA STORE, in citrus belt; estab- 
lished 15 years; all top silver lines; 
about $20,000 will handle; address, 
“A., 5062,” care of JC-K. 





ESTABLISHED JEWELRY STORE, near 
College, with or without stock; excel- 
lent opportunity for small investment; 
plenty repairs; ill health; BOX 128, 
Muncie, Indiana. 


ESTABLISHED Jewelry store; top lines; 
good farming, industry, lakes; South 
Minnesota; $50,000 gross, reducing 
stock: about $10,000 cash; address, 
“L., 5046,” care of JC-K. 





JEWELRY STORE; cash and credit; 
large Iowa City; excellent downtown 
location: volume $115,000; very profit- 
able: wonderful opportunity; address, 

, 5089,” care of JC-K. 





WESTERN NEW YORK; reputable es- 
tablished credit store; heart of great 
industrial area; clean stock, good 
receivables; modern fixtures, front; 
other interests; address, “H, 5120,” 


eare of JC-K. 





CONNECTICUT, near Hartford; large, 
modern credit jewelers . top paoee ee 
location: $30,000 total price, te : 
HARRIS - ADELBERG AGENCY, 741 
Asylum Ave., Hartford, Conn. ; JA T- 
2155. 





BEAUTIFUL small jewelry store in Los 
Angeles; Hallmark cards, gifts; excel- 
lent watch repair business and prices; 
very clean stock; fixtures $3400 plus 
low inventory; aduress, “S., 5066,” care 
of JC-K. 


—— 


SMALL Jewelry & Hallmark card shop, 
well established in South Colorado Col- 
lege Town, population 7500; Wonderful 
opportunity for watchmaker and wife; 
can reduce stock to $5000; good lease 
with small apartment nearby; address, 
“P., 5081,” care of JC-K. 














JEWELRY STORE: modern, air condi- 
tioned; same location 20 years; priced 
for quick sale; only $6,000; includes 
all stock, fixtures and equipment; lo- 
cated in the beautiful growing city of 
Southern Pines, N. C.; GSCHWIND, 
Box 615, Aberdeen, North Carolina. 





PORTLAND, OREGON, store; leaves 
nothing to be desired! tops in location, 
modernization, windows, inventory, 
lease; a steal for experienced operator ; 
$25,000 handles; balance terms; don't 
pass this one up! address, “M., 5068,” 
eare of JC-K 


SMALL STORE, established 35 years; 18 
miles from Los Angeles, fine location; 
stock and fixtures inventory $7000; 
good 5 room house in rear; business 
rental in front now  0obrings $425 
monthly; store and home not included ; 
lot 52 by 150; will sell or lease; ad- 
dress, “L., 5080,” care of JC-K. 


————E ee 


WELL ESTABLISHED jewelry store; 
fully equipped; plenty of room for ex- 
pansion; low rent; inventory including 
stock, fixtures, material, tools, etc., $12,- 
500: will sacrifice for $8500 cash; wish 
to retire; located in fastest growing 
town in the U. S. A. SEDLOCK JEW- 
ELERS, 126 E. Center St., Anaheim, 
Calif. 

















SACRIFICE: LINCOLN ROAD, MIAMI 
BEACH, FLORIDA; 2 stores, estab- 
lished over 20 years; jewelry, watches, 
bags and novelty jewelry; excellent lo- 
cation: good leases; enviable reputa- 
tion: other interests prompts immediate 
sale: will sell together or separately ; 
stock can be reduced to suit purchaser ; 
address, “R., 5108,” care of JC-K. 





WELL ESTABLISHED Jewelry Store; 20 
years in same location; newly dec- 
orated, air-conditioned ; best location in 
Town, 4700 population; also large trade 
territory, North Eastern, Kansas; in- 
ventory $11,000; will reduce, low rent; 
ideal for Watchmaker; must sell be- 
cause of health; address, “G., 5116,” 
care of JC-K. 


A GMD ALLELE LEADED SS LILES LOI 
For Sale 


Teols, Equipment 


MUST SACRIFICE complete. jewelry 
store fixtures; excellent condition; now 
in storage because of death of pro- 
prietor; for appointment write, _ @ 
5053,” care of JC-K. 


Business Opportunities 





SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty .. . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
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cash buyers in the country. See ads 
below. 


LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation . .. give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. ee a 


below. 





—— ee 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization § to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE: 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 


6-0828. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Hl. 


——— + $$ = 





BUSINESSMAN experienced in pearls, 
diamonds, etc. wants partnership, in 
New York area, with $20,000; address, 
“Pp. 5072,” care of JC-K. 





AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. See page 110. 








AUCTION: Reduce stock or liquidate 
completely ; experienced, capable; best 
references; write or call for details; 
W. C. HALES, Auction Sales Service, 

461 S. Adams, Lebanon, Missouri. 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 





EXCEPTIONAL opportunity to operate 
complete repair shop with substantial 
volume for old established jewelry chain 
in New Jersey; address “W., 5114,” 
care of JC-K. 

CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 





BRilL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 109. 





WILSON SALES SYSTEM, 3 University 
Place, Glen Head, Long Island, N. Y.; 
sale and management specialists since 
1919; over 1500 jewelers have used our 
services; also buy stores for cash; 
write, wire or telephone ORiole 1-4371. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references, Write 54 Lispenard St., New 
York; telephone Canal 6-5233. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write, 15 Maiden 
sane. New York, Telephone Rector 2- 

6 
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DEALERS LIQUIDATION SERVICE; 
e West Coast’s largest specialists 
in AUCTION - ACTION - PROMO- 
TIONAL - CLOSEOUT - RETIRE- 
MENT SALES; cash buyers of en- 
tire inventories and estates; for in- 
formation at absolutely no obliga- 
tion PHONE-WIRE-WRITE to 
DEALERS LIQUIDATION SERV- 
ICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


IDEAS UNLIMITED sale guarantees 
quick action-cash profits; our ser- 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into a profit by terrific extra vol- 
ume of sales profit-wise our efforts 
produce for you; every sale is care- 
fully analyzed, planned in advance 
and is under constant supervision 
of our executive staff; you can af- 
ford the best; write, wire, phone 
IDEAS “UNLIMITED,” 842 West 
Flagler St., Miami, Fla., PLaza 
7-2973; FRanklin 4-3030. 








DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under no _ obligation; 
SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 


Wanted to Purchase 





—_— a 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 38 Broomfield St., Boston, 
Hancock 6-3233. 








———— — 


WANT TO BUY small burnout oven in 
good order ; gas operated; send descrip- 
tion and size; CHARLES E. TARDY, 
486 St. John, Montreal, Canada. 





JEWELRY STORE; Town of 8 to 15 
thousand; must be first class profitable 
operation; Colorado, Okla., Kansas lo- 
cation preferred; send particulars and 
cash price to: “P., 5115,” care of JC-K. 





WILL PAY CASH FOR Westchester or 
Long Island Store; prefer old line qual- 
ity store with better clientele; will pay 
spot cash for merchandise and take over 
lease; individual purchaser and I will 
deal with principal only; confidential ; 
address, “W., 5109,” care of JC-K. 





SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 





SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade - in 
watches, jewelry, old gold; money by 
return mail for all makes and models 
in trade-in watches in any quantity; 
all shipments held intact for your 
approval; ref. Dun & Bradstreet and 
National Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 





CASH in; send us vour watch move- 
ments, watches diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any cther precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Special Order Work and 
Repairs for the Trade 








JEWELRY repairing ;: new mountings fur- 
nished ; diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, Ill. 





CHRONOGRAPH, WATCH, CLOCK, Vi- 
brograf timed: serving the trade since 
1930: “Quality is our WATCHword” 
KENNETH H. BOGERT, Certified 
Watchmaker, Titusville, New Jersey. 





FINE watch repairing for the trade; 
work guaranteed for one year; 
days service; Watchmaker tested ; 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, IIL 





BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





REPAIRERS OF THE IRREPARABLE: 
restoring china, glass, silver, ivory, 
tortoise shell, miniatures, fans, dresser 
sets: jewelry: HESS REPAIRS, 168 FE. 
33rd St., New York, N. Y. 








COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service: all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-2@ HK. Dela- 
ware Place, Chicago 11, IN 





RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 16 E. Wood St., Norristown, 
Pa. 





DEPENDABLE WATCH Repairing for 
the Trade; accurate, reliable, guaran- 
teed; timed and tested; highest quality 
workmanship; prompt return; reason- 
ably priced; cases polished; ROY L. 
MULLINS, Certified Master Watch- 
maker, Forest Hills, Bristol, Tennessee. 


To Let 





W. 46th St., 151, NEW YORK CITY, 
1300 or 2650 ft. offices or light 
manuf.; light, airy, sprinklered; 
fire resistive; Supt., PLaza 7-3730. 








MODERN STORE TO RENT; center of 
most thriving North Jersey Town—-op- 
posite Newberrys; jewelry location over 
50 years; has double built-in safe; big 
watch repairs; Write, Box 506, Dover, 
New Jersey. 
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THE JEWELER: WHAT IS HE? 


How do retail jewelers fit into the general scheme of 
things? There are myriad answers to this question. A 
man who has devoted most of his life to the business 
came up with this definition the other day: 

“A jeweler,” he said, “is a hard-goods florist.” 

True, some people buy articles for themselves from a 
jeweler, just as some people buy roses or carnations 
from a florist to satisfy their own hunger for beauty. 
But both businesses are primarily gift businesses, and 
both are rooted in the heart’s desire to express admira- 
tion or devotion through tangible symbols. 

Human instincts are constant and, in serving those 
instincts, jewelers have a constant reason for being. The 
chief variable is how many people think that they can 
afford to buy from a jeweler. During depression or 
recession, many decide to satisfy their gift-giving in- 
stinct through symbols that do not come from the 
jeweler. But in days of plenty, a large proportion of 
the public turns to the jeweler for the most perfect 


expression of the gift-giving urge. 


THE REST OF '59 
Well, looking towards the second half of 1959, is this 


a good time to be in the jewelry business? 

First, a look at the financial page. Personal incomes 
climbed during April to a seasonally adjusted annual 
rate of $372.7 billion—an all-time high, reflecting high 
manufacturing employment with rising hours worked 
and rising hourly earnings. The Dow-Jones industrials 
hit a record peak. Factory output and the total value of 
goods and services reached new levels. So did the num- 
ber of private homes under construction. Auto-makers’ 
earnings made a new first-quarter record. And new 
installment credit, after languishing in the doldrums, 
racked up the largest increase for any quarter since 
late-1955. 

50, more people have more money to spend than eve: 
before. But are they spending more of it for jewelry 
store merchandise than they did last year? The first- 
quarter record says Yes. 


Retail jewelry store sales during March pushed 8 per 


132 


cent ahead of March 1958. Department store sales of 
similar items climbed by about the same degree. And 
jewelry excise tax collections, which fell off last year and 
always lag several months behind sales, rose 2.2 per cent 
during the first three months of 1959. 

This good start, viewed in terms of present record- 
level spendable income, holds promise that 1959 will be 
the best-ever for most jewelry stores. 

Jewelers, who were properly cautious last fall after the 
start of the upturn, are now getting set for some. real 
business. Their purchases from wholesalers during 
March soared 20 per cent ahead of the same month 
last year. Wholesalers themselves were in excellent posi- 
tion to buy, since their inventories fell 2 per cent below 
the level of March 1958. 

Suppliers are betting heavily and confidently that 
jewelers’ sales will continue to zoom. Diamond imports 
increased sharply in value during January and February 
—cut diamonds by 40 per cent and rough diamonds by 
84 per cent, compared with the like period of 1958. 
During the same two months, the number of watch im- 
ports rose by 12 per cent and the value of cultured pear! 
imports increased 25 per cent. 

Even Cupid—at last!—comes up with an encouraging 
statistic. Weddings, which have been off numerically 
during recent years, seem to be on the uptrend. March 
had 8 per cent more marriages than last March, and 
the first quarter was ahead matrimonially by 5 per cent. 

All of which means this for retail jewelers: More men 
and women, and more teen-agers, than ever before will 
be able, economically, to satisfy their gift-giving in- 
stincts during the balance of this year. 

What share of these gifts is bought from an indi- 
vidual jewelry store depends entirely upon how well that 
particular jewelry store satisfies its own public. To par- 
ticipate fully in the coming high tide of gift-selling, 
every jeweler will need the right merchandise, displayed 
right, promoted right, and priced right. That sums up 
what the last half of 59 has in store for retail jewelers: 
Immense opportunity, and immense challenge. 
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EDITOR 
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Picture of a man who sends his retinings to 
Handy & Harman 


He used to send his refinings elsewhere. Now, whenever he on every lot he sends us. 

talks about refinings, he uses a code: BH&H (Before Handy If you’re lucky enough to run into him on the beach, ask 
& Harman) and AIGW (After I Got Wise). Whence the wis- him — he'll tell you the same thing we told him. Send your 
dom? Well, he knows, like hundreds and hundreds of Handy next lot to us. And, then compare our returns with your last 
& Harman Refining customers, that he gets FV (Full Value) returns. There'll be a difference . . . honestly. 


Your No. 1 Source of Supply and Authority on Precious Metal Alloys 


HANDY & HARMAN 


General Offices: 82 Fulton St., New York 38, N. Y., BEekman 3-2460 
90 Years of Nationwide Refining Service 
BRIDGEPORT 1, CONNECTICUT CHICAGO 22, ILL. TORONTO 2B, CANADA LOS ANGELES, CALIF. PROVIDENCE 3, R. |. 


CLearwater 9-8321 1900 West Kinzie St. 141 John St. 330 N. Gibson Rd., (El Monte) 425 Richmond St. 
SEeley 3-1234 EMpire 8-6171-2-3 CUmberland 3-8181 JAckson 1-4100 
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Once upon 4 time (about a month ago, in fact) there 
were two jewelers whose stores were across the street 
from one another. There was to be a big wedding in 
the town, and one of the jewelers, Mr. Jones, was 
frightfully busy. His store had a beautiful window, 
filled with gleaming COMMUNITY silverware .- - hand- 
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some chests of COMMUNITY Silver and sparkling COM- 
MUNITY pattern displays. Passers-by would stop, think 
of their gift for the bride-to-be and go into Mr. 


Jones’ store to buy. 


Mr. Smith, the jeweler across the street, wasn’t busy 
at all. He had no silverware displayed in his window. 
Oh, he used to display silverware, all right. But it 
tarnished so quickly, looked ugly and uninviting, and 
it was just too much trouble to polish all the time. He 
felt sure Mr. Jones didn’t spend time polishing his 
displays, ye there was that window, filled with bright 


and shining silverware. 


And so the wedding came and went, and the bride 
lived happily ever after with her beautiful COMMUNITY 
silverware - - - all of which came from Mr. Jones’ 
jewelry store—where people had seen it in the W indow 
and bought it for the bride. 

Moral: Silver must be seen to be sold, and if Mr. Smith 


had only known about COMMUNITY Ss exclusive “Beauty 
Wrap,” he would have shown—and sold—his silver- 





ware, too! 


P. S. Do you know about new “Beauty Wrap’’? 


e It’s an exclusive trans 
parent coating th ; 
co d g that will k 
MMUNITY stock and displays farnish-free! eep your 


o 
It ebm digs ees from factory to dining-room table 
: ee we a ing in your store completely ! | 
oo you sell more community, because you can kee i 
d veshn id confidently and constantly! oe 
remove—the customer simply washes her silver- 


ware before using i ; 
COMMUNITY 2 ee 


THE FINEST SILVERPLATE cogent gel eae ai 


crafted by ONEIOD 
by A SILVERSMITHS, makers of distinctive ta HEIRLOOM STERLING 
tableware COMMUNITY® SILVERPLATE 


“as 
; ONEIDACRAFT* STAINLESS 
erRADEMARKS OF ONEIDA LTD. ONEIDA. NY. 
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